= 
z 
= 
z 
° 
— 
= 
» 
yo 














There are several reasons 
| like working with 

Each assignment is a fresh new thing for him. 

Gene approaches them al! with enthusiasm. And he has always 


handied a wide range of jobs with great skill and sensitivity. 
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May we remind you that our Studio Services are available 

seven days a week, without weekend studio board overtime charges 
Dye Transfers, Carbors, Flexichromes, Color and Black and 


White Retouching, Velox's, Layout, Design, Mechanicals. 


Gussin-Radin Studios. ine 


220 W. 42 St. N. Y 36, N. Y., Wisconsin-7-7352 R 
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INC. in four weights eeeeee roman and italic 


= 
2 EAST 45TH STREET 
NEW YORK I7. NY 


mee \0sa Royal 1— Rosa Royal Italic 1 
Rosa Royal 2—Rosa Royal Italic 2 
Rosa Roya (3 Rosa Royal Htahic 3 
Rosa Roya (4—Rosa Royal Halic 4 


~The latest design from Guido Rosa ——— 


IVE-CUSTOM SEV ce UNIQUE IN ITS FIELD: SINCE 1936 








12 EAST 42ND STREET NEW YORK 17 MURRAY HILL 7-0356 


BETTER 
SEE 

A 
SPECIALIST 


we cure 


all mechanical ills 


i" 


PASTE-UPS UNLIMITED 
101 WEST 55 STREET 








for Distinguished Service. . 


IM LOS ANGELES IN CHICAGO IN NEW YORK 














Howie Forsberg 
Nick Galloway 
Harry Garo 
Lorenz, Ghiglieri 
Joe Henninger 
Ed Kysar 

Joe La Grotta 
Herb Lang 
Sam Pirolo 
Bart Sylvester 
Ren Wicks 
Fritz Willis 

Jim Wood 


fete] be tong 
Burton Biock 
Pete DeCicco 
Roger Hammond 


Andy Aldridge 
Ed Augustiny 
Jim Baker 

Bill Baker 
Reno Biondi 
Ben Denison 
Ken Faretta 
Sam Hageman 
Herb Herrick 
George Hussar 
Bart Jerner 
Dick Kenyon 
Chuck Koch 
Ellinor Kotyza 
George Lopac 
Lucia 

Charles MacMurray 
John McCormack 
Will Nelson 
Lad Novotny 
Bill Randall 
Bill Reider 

Bill Swatkoski 
Bob Szostek 
Dan Toigo 


CONTACT 
Phil Davis 
Frank DeCicco 
Al Getz 

Russ Henriquez 
Don Hurd 

Gary Lawrence 
Vince Salerno 


o Inc. 


3723 Wilshire Blud., Los Angeles, Calif.—telephone Dunkirk 5-2225 
Stephens-Thompson, 120 W. 50th St., New York 19, New York—telephone Circle 5-5471 
230 East Ohio Street, Chicago 11, Illinois—telephone Whitehall 4-3340 
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San Francisco emphasizes art, 
fresh colors 


San Francisco seems less photography-minded than other 
major ad-art centers. A look at the winners in the 8th annual 
show shows a 3-1 ratio of art over photography. A review 
of work produced in the San Francisco area during the past 
year also shows much emphasis on non-process and off-beat 
colors. The show and several outstanding campaigns pro- 
duced in San Francisco are reviewed in this issue of Art 
Direction. 

Show chairman Morrison Fetzer, of Kaiser Graphic Arts, 
reports in the SF show as follows: 

“San Francisco’s 8th Annual Exhibition of Advertising 
Art opened with an Awards Dinner on May 4th. Starting 
with over 1300 entries, the final show was comprised of 
187 pieces. 

Continuing a practice established last year, the Art Direc- 
tors’ Club of Los Angeles provided a screening committee 
to select the best from the preliminary entries. This com- 
mittee was charged with the responsibility of selecting mate- 
tial which in their opinion was worthy of being singled out 
as outstanding examples of advertising art. Balancing the 
show within the framework of some twenty-three categories 
was » tough and well done job. 

W: were exceedingly fortunate in the selection of an awards 
jury three outstanding people, Saul Bass, Art-Director- 
Desi; ner; Jim Hastings, Creative Director, Campbell-Ewald 
Co.; 1nd Bob Wheeler, Art Director, Young and Rubicam, 
Los _ingeles. 

T! e show was open to the public from May 7th through 
May 24th at our club rooms, 252 Clay Street, San Francisco.” 





tion, published monthly by Advertising Trade Publications Inc., 43 E. 49 St., New 
N. Y. Plaza 9-7722, Subscription price $4.00 per year; $7.00 for two years; $4.50 a 
-onada and $6.50 for other countries. Back issues 55¢ per copy. Publisher assumes no 
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ART/DESIGN PACESETTERS 
Art dominates in San Francisco 
Tops in Milwaukee 
Montreal's 5th Exhibition 
RESEARCH & THE AD 
MR. . . . is it all its cracked up to be? 


UPCOMER 
Earl Thollander 


Stephen Antonakos 


CAMPAIGN CASE STUDIES 
Four San Francisco promotions use much 
non-process festive, lush color 
LETTERING 


Hand-lettered heads 
PRODUCTION BULLETIN 


NEWS & VIEWS 
Tax talk 
Letters 
Business briels 
Coming events 
What's new 
Cover designer 
News 
In Chicago 
In Philadelphia 


TRADE TALK 


SERVICES 
Bookshelf 
Booxnotes 
Classified, ready reference 
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Bill Fleming and Karl Anderson 


head LaDriere’s Illustration group... 








eric valleau 





gene connelly 


ross cousins 


clyde me williams 








Fill is represented exclusively in Detroit 
by LaDriere. Karl Anderson, 

Bob Farbolin and Don Whitney are 
here in Detroit, on the studio staff. 
Knowledgeable art directors who have 
bought their automobile catalogs and 


don whitney 


announcement programs here in past 
years, find with this illustration group bob tarbolin 


more reasons than ever before to buy again 


this year from LaDriere. 
The other artists pictured here are part of 
the large and able staff that has made 


LaDriere headquarters for quality 


automobile art for over 28 years. 


La DRIERE STUDIOS, INC. 


1700 CADILLAC TOWER 
DETROIT 26. MICHIGAN 
headquarters for quality automobile 
art for over twenty-eight years 


jim fetter 
keith lyddy 


les hardy 


ken soderquist 





how COXHEAD-LINER can cut \ 





call the Coxhead Man! 


If you now buy 


headline 


typography... 


In 15 minutes he'll show you 


your typography costs 90%! ee 


Produce your own headline lettering automatically..... merely by dialing the 
characters. The COXHEAD-LINER delivers it clean and crisp, ready to paste in 
place for reproduction by any method. . . at a cost of pennies! A typographer would 
charge $3.85 to set 3 words in 72 pt. type. Coxhead-Liner cost—only 8 cents! 
Wide selection of distinguished type faces, conventional and modern, in all sizes 
up to 72 pt. So easy to use... anyone can operate it! Send the coupon, and let 
the Coxhead Man give you a 15-minute office demonstration, without obligation! 


Heads photo-composed on the 
Coxhead-Liner. Text type 
Vari-Typed on the Coxhead 
Composomatic Model. 


COXHEAD CORPORATION 





je ee ee ee ee ee ee ee 


RALPH C. COXHEAD CORPORATION @ 720 Frelinghuysen Ave., Newark 12,N.J. 


[_] Please have the Coxhead Man phone for a convenient appointment. t 
[__] Please send me your Coxhead-Liner Booklet H48 
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tax talk 


MAXWELL LIVSHIN, CPA 


busi or personal 





Travelling exp 


The U.S. Treasury Department has j st 
issued a ruling (Rev. Rul. 56-168) :o 
clarify the postion of the departm: at 
with respect to the deductibility of 
expenses of taxpayers and members of 
their families in making business tr:ps 
and attending business or professional 
conventions, especially where oppor- 
tunities for personal vacationing are a'so 
involved. 


Section 162a of the Internal Revenue 
Code of 1956 provides for the deduction 
of all the ordinary and necessary ex- 
penses paid or incurred. Including 
traveling expenses. Only those expenses 
which are ordinary and necessary in the 
conduct of the business and are directly 
attributable to it may be deducted. 


Where a taxpayer’s wife accompanies 
him on a business trip, those expenses 
attributable to her travel are not de- 
ductible unless it can be shown that 
the wife’s presence on the trip has a 
bona fide business purpose. 


For example: A taxpayer's wife accom- 
panies him on a business trip. She occa- 
sionally types notes or performs some 
similar service and accompanies him 
to luncheons and dinners. The perform- 
ance of such services does not establish 
that her presence is necessary to the 
conduct of the taxpayer’s business. 
Under the circumstances, the cost of 
transportation and lodging exceeds the 
cost for single fares and accommodations 
but is less than twice the single raie. 
The amount deductible as an ordinary 
and necessary business expense 1n this 
case is the single rate for transportation 
and lodging. 


The additional amount, due to tue 
wife’s presence, is not deductible. 


For example: A taxpayer makes a 
business trip for the purpose of atte: 1- 
ing a convention held in a coastal ci y. 
During the period ofthe convention :¢ 
also engages in local sightseeing, entr- 
taining, and visiting unrelated to _ is 
business. He also arranges to take a 
post-convention cruise made available ‘o 
members attending the convention, | 1¢ 
purpose of which is primarily rect a- 
tional although some incidental sessi 1s 
are scheduled for lectures or exhibiti: 1s 
related to the business. The exper °s 
for local sightseeing, entertaining, vi t- 
ing and cruising are deemed perso: al 
and non-deductible. ° 











[acrolite fixatives are “out of this world” 

















106 ASHLAND AVE, WEST ORANGE, N. J 











Coming 
Next Month! 


Eleventh Annual 
Portfolio of Western 
Advertising Art 
112 pages reproducing 400 pieces from the 
Los Angeles and San Francisco 
$2 


shows. Available at your art 


supply dealer or direct from 


Western Advertisin 


580 MARKET ST... SAN FRANCISCO 4 


WHERE TO BUY IT... 
ARIZONA: Fred Elquest & Son Paint 
Co., Phoenix; Posner Paint Store,Tucson. 
CALIFORNIA: Calif. Artists Materials, 
Los Angeles; H.G. Daniels, Los Angeles; 
Duncan, Vail Co., Los Angeles; M. Flax, 
Los Angeles; Flax Co., Oakland; Flax’s, 
San Francisco; Franklyn Artists Materials, 
Los Angeles; Art Johnson, Fresno; 
Leslie’s Art Supplies, Los Angeles; 
Magazine Center, Long Beach; Marty's 
Artist Supplies, Los Angeles; Pomeroy 
Art Supplies, Burbank; Pomeroy Art 
Supplies, Hollywood; Schwabacher-Frey 
Co., San Francisco; The Skylight, Palo 


Alto; Universal News Agency, Hollywood. 


COLORADO: H. R. Meininger Co., 
Denver; Spivak Art Supply Co., Denver. 
GEORGIA: Binder’s Gift & Frame Co., 
Miller's Book & Office Supply Co., 
Atlanta. 

WLINOIS: Brudno Art Supply, Chicago; 
Flamingo Art Material Service, Chicago; 
Chris Grentzebach, Chicago; Kroch’s & 
Brentano's, Inc., Chicago; Main Street 
Book Store, Chicago; Nearnorth Guild. 
Chicago; S. §. Artist Materials, Chicago; 
Werner's Books, Inc., Chicago. 


KENTUCKY: Electric Blue Print & Supply, 


Louisville. 

LOUISIANA: Dixie Art Supplies, Inc., 
New Orleans. 

MICHIGAN: Geo. Mannebach, Detroit. 
MINNESOTA: Artsign Materials Co., 
Minneapolis. 

missouri: Bader’s, St. Louis. 
NEBRASKA: Standard Blue Print, Omaha. 
NEW JERSEY: Troy Art Supplies, Newark. 
NEW YORK: Artists’ Supply Co., Neu 
York; Arthur Brown & Bros., New York; 
Buffalo Graphic Arts Supply Co., 
Buffalo; Crane-Gallo Artist Sxolies, 
New York; Cross County Ar *er, 
Yonkers; E. H. & A. C. Frieu Co., 
New York; Konrad Halle, Neu «ork; 
Institute Artists Materials, Brooklyn; 
Museum Books, Inc., New York; Pollak 
Paint Co., Buffalo; S. Steinbauer & Sons, 
Brooklyn; Williamson Associates, 
Rochester; Wittenborn and Co., 

New York 

onto: B. K. Elliott Co., Cleveland; 
Empire Art Supply Co.,. Toledo; H. H. 
Art Studios, Dayton; The Morse Graphic 
Art Supply Co., Cleveland; The Ohio 
Art Materials, Cleveland; Pounsford 
Stationery Co., Cincinnati; Publix Book 
Mart, Cleveland. 

OKLAHOMA: A & E Equipment Co., 
Oklahoma City 

OREGON: Richard Critchett Co., Portland. 
PENNSYLVANIA: Central Art Supply Co.. 
Philadelphia; Joseph Fox-Books, 
Philadelphia; AGB Smith Co., 
Pittsburgh. 

TEXAS: Asel Art Supply, Dallas; Carl 
Johnston Artists Materials, Houston; 
Merchant's Display Supply, Houston. 
WASHINGTON: Hartman's Books, Inc.. 
Seattle; Seattle Art & Photo Supply, 
Seattle. 

WISCONSIN: Artist & Display Supply 
Co., Milwaukee; Palette Shop, 
Milwaukee. 

CANADA: J. G. Fraser Ltd., Vancouver, 
B.C.; R. J. Taber, Toronto, Ont. 
DENMARK: International Booksellers, 
Copenhagen 

JAPAN: Oya Shoten, Lid., Toyonaka 
City, Osaka. 





If no dealer near you, use this handy form. 


Western Advertising, 580 Market Street, San Francisco 4 
Enclosed is my check for $_________. Please send me_______ copies 


of the 1956 Portfolio of Western Advertising Art @ $2.00 each. 


NAME 


FIRM 


ADDRESS 








letters 


Art Direction influences Israel 


I’m quite an admirer of your magazine 
and find it not only most interesting 
but very useful to my work. My copics 
are well thumbed and I look forwar:| 
each month to its stimulating content. 

Incidentally, a few years ago, I came 
across a graphic artist in Israel, who now 
gets many of my old issues of Art Direc- 
tion. I'm told that these are circulated 
and recirculated until they fall apart. 

The cost of a subscription is too high 
for the tight economy they have. The 
Israeli artist told me that your book 
had a lot to do in reducing the influence 
of the heavy Germanic style in much of 
their graphic design, as most of the com- 
mercial artists in Israel are of German 
origin. 

Herbert Greenwald, 


Executive Art Director, 
Amos Parrish & Company, Inc. 


Rush pay for rush work... 


I can less and less afford to be a free 
lance commercial artist in Chicago. This 
situation has been brought about by 
the practice of practically every studio, 
agency and direct source to sit on their 
collective ‘derrieres’ when it comes time 
to pay for purchases of artwork. Why it 
is that one small artist has to subsidize 
the larger organization I have never 
been able to understand, nor, I'm 
afraid, will I ever. The practice of a 
supposedly ‘going’ studio to hold up the 
payment to a free lance artist for art- 
work... expected overnight, of course 
... until ‘they’ receive ‘theirs’ is, in my 
opinion, strictly for the birds. I have 
had to borrow to pay the quarterly in- 
stallment due on my income tax with 
my books showing well in excess of 
$3,000 in accounts receivable. I, for 
one, would like to protest against this 
practice, and to see a few more people, 
in the same sinking boat as I, join the 
bandwagon in the cry for “Rush pay- 
ment for rush work”. 

Due to the fact that I may have ‘o 
seek out a living by emptying pencil 
sharpeners in one of these tight fisted 
organizations, I'd be a fool to sign this 
letter with a name any more real thin 


H. B. Pencil 


Editor’s note: Art Direction general'y 
avoids publishing unsigned letters. T} is 
exception is made so that the viewpoi tt 
expressed, which may be shared ‘vy 
others, can be aired, challenged, or « 
fended by other readers. 


(continued on page 12) 
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Buying a new car? 
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Finance 


























ESTABLISHED 


FORTUNE 


light - bold - extrabold 


The outstanding demand for Bauer’s newest type, 
FORTUNE, has definitely established it as a basic 
tool for art directors and typographers. FORTUNE 
is available in light, bold and extrabold. If you have 
not yet specified or stocked FORTUNE, see your 
nearest Bauer Type distributor or write on your 
letterhead to: 


BAUE R ALPHABETS, INC. 


235 EAST 45th STREET + NEW YORK 17, N. Y. 


BOT 


Set in Fortune, Venus Extended and Hellenic Wide 





PETE KF JAMES SAME RIAN 





letters 
(continued from page 10) 


Japanese posters enjoyed . . 


In the June issue of Art Direction «n 
Page 91, there is a reproduction of a 
3-color silk screen poster of Chochi Sy 
Sauce. The Japanese artist receiving t1e 
credit is Tadoa Vyhara. 

A few years ago, I was able to get 
though a friend some of these poste’s, 
and never knew the artist who did the:a. 
I have them hanging in my kitchen, and 
we have gotten a great deal of pleasure 
from them. 


Wilson H. Kierstead, Jr., 
Vice President, 
Young & Rubicam, N. Y. 


No make fortune cookie: 


As a follow up to my ads in your June 
issue, I planned to mail out a coupie 
of hundred fortune cookies with my 
advertising message baked-in. Thom 
Lafferty, the Art Director who did the 
job for me, scoured Chinatown looking 
for someone who would bake my slips 
in some cookies, only to meet complete 
defeat. The last place he tried was run 
by a very discouraged looking man who 
told him, “No make fortune cookie in 
Chinatown. Fortune cookie made by 
Japanese in Brooklyn.” 

Thom has been doubled up with 
laughter ever since, in spite of the fact 
that he had to stuff all the cookies by 
hand himself. 


Frank Bowling 


Visual letter-writer 


Cartoonist Bob Glueck drew us the 
following letter: 





(Robert Ghusckestetn) 
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Save ahead...for fun ahead 


BANK OF AMERICA 
Vacation Club 








OVER 30 YEARS OF SERVICE TO ADVERTISING 


425 BUSH STREET SAN FRANCISCO DO 2-1117 
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CALL FOR FASHION CONSULTANT 








Rita 
Hackett 


WHO ALWAYS KNOWS 
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United Press Studios 


461 EIGHTH AVENUE, NEW YORK 1, NEW YORK, PENNSYLVANIA 6-8500 
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TAYLOR Lewis 



















JIM FORMAN 








and Associates 



















AL BaLDi Representative 

















business briefs- 


Personal income hit a new high rate in A :ril 
of this year. Despite some sour econor tic 
notes, figures released by the Dep rt- 
ment of Commerce show personal n- 
comes at a record rate of $317,0°0,- 
000,000, two billion ahead of the rec: rd 
set the previous month. Higher ea n- 
ings increased employment both hel} ed 
set the record. 
* 

Figures like those cited above keep many b »si- 
ness men bullish minded. (As_ this 
column was written, the steel strike was 
in its second week. Bullish thinking was 
due for a revision if the strike con- 
tinued much further.) Commerce and 
Industry Association of New York made 
an annual mid-year survey of more than 
200 concerns. Almost half thought busi- 
ness would remain as good as it is 
throughout the year and almost 40% 
forsee increases in the second half or 
up to 40%. Only 12.6% predicted a 


falloff. 
. 








Meanwhile the Office of Business  Eco- 
nomics reports the total of business 
concerns at a record high of 4,252,000, 
a gain of 63,000 over December 31, 1954- 
This was the largest rise in eight years. 
The number of business starts was 
greater and the number of closures 
lower than in either 1953 or 1954. 


Keeping pace, advertising agencies volume 
was reported at $34 billion in 1954 
and higher in 1955. Number of agencies, 
including branches as separate agencies, 
jumped in seven years from 3279 to 5077. 











National advertising expenditures, which 
dipped early in the year, according to 
Printer’s Ink, swung up again by :% 
in April, was 13% ahead of April 1955. 
Even network radio climbed 8%, al- 
though magazines dropped a little, g-n- 
eral monthlies dropping the most, 11 %. 
Billings for newspapers, outdoor, 7 V, 
women’s magazines, farm and _ busiress 
papers continued to climb. 


Gross national product also reached a rec ord 
high in this years first quarter. Coup ed 
with high personal income figures he 
outlook is one of great productivity < ad 
great ability to buy. Thus today’s : m- 
phasis is on marketing and distribut on 
and advertising is a more vital busi ess 
tool than ever before in moving he 
record of volume of goods to an ai le 
to-buy market. 
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INSTANT POSTUM 
Agency YOUNG & RUBICAM 
Art Director WILLIAM MULLER 


Account 


JOHN JOYCE INC. 


Food - Illustration - 
480 Lexington Ave., New York 17, N.Y. + PLaza 8-1815 


Interiors - Still Life 





COLOR 
TRANSPARENCY 
RETOUCHING 


passembly and photo composing 
u duplicate transparencies 


EXTERIORS & 
INDUSTRIALS 


coming events 


Through August .. . O. Winston Link sh. w, 
b/w photography of last steam-powered : 1il- 
road. Open 12-6 weekdays, 58 E. 34 St. By 
appointment, MU 5-7326. 

Through August 18... “New Talent” slow 
for 10 upcoming photographers. A Pho 2g- 
raphers Gallery, 48 W. 84th St. Tuesc ay- 
Friday, 7:30 P.M.-10:00 P.M. Saturday, 1 00- 
5:00 P.M. 

Aug. 14—Sept. 30 . . . designs from the Socisty 
of Industrial Artists, London. STA/Normandy 
House Gallery. 

Through Sept. 24 . . . oils, gouaches, wood 
sculptures by Nigerian artist Ben Enwonwiu at 
N.Y. Public Library’s Schomburg Collection, 
103 W. 135th St., N.Y.C. 9-9 Mon-Thurs.; 9-6 
Fri. 

Sept. 22-25 . . . Advertising Specialty Nat'l. 
Ass'n. annual convention and fair. Palmer 
House, Chicago. 

Oct. 1 . . . opening of exhibition of work of 
Jacques Nathan-Garamond, Parisian graphic 
and industrial designer. STA/Normandy 
House Gallery, Chicago. 

Oct. 1-3 . . . Direct Mail Advertising Ass'n. 
annual convention. Hotel Statler, NYC. 

Oct. 19-22 . . . Screen Process “Cavalcade of 
Progress”, 8th annual industry convention 
and exhibition. Hotel Sherman, Chicago. 
Nov. 11-15 . . . Outdoor Advertising Ass'n. of 
America. Ambassador Hotel, Los Angeles. 
Nov. 19-21 . . . Advertising Essentials Show. 
Statler Hotel, NYC. 

Philadelphia Art Alliance (251 S. 18th St.)... 
thru Aug. 15, Philadelphia Water Color Club 
annual Members Exhibition. 

Philadelphia Museum of Art... thru the sum- 
mer, work of Thomas Eakins; thru the sum- 
mer, recently acquired prints and drawings; 
in exhibition of American antique silver by 
Philadelphia makers. Through Sept. 9. 

n Art, NYC... thru Sept. 9, 
American painting and sculpture; thru Oct. 
7, 60 etchings and lithographs by Henri Ma- 
tisse; Aug. 29-Nov. 4, Textiles USA; Oct. 3- 
Dec. 2, Masters of British Painting, 1800-1‘ 
Approximately 100 paintings included. 

Art Institute of Chicago . . . indefinite scl 
ule, Mohican Murals and Ancient Peruv 
Art; permanent, 67 American and Europ 
miniature rooms; thru Aug. 27, Handwe 
rugs; thru Sept. 30, “Contemporary Japan » 
Pottery”. 

American Museum of Natural History, NYC ... 
thru Sept. 4, exhibit of Gyotaku, exotic Jc 
nese fish prints. @ 
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439 MARKET ST. SAN FRANCISCO 5. CALIF 
CALL SUTTER 11-0884 


4 


GRAPHIC « ART « SERVICE 
DIRECT PRINTS 





BLUEPRINTING + 
DIRECTOSTATS 


PHOTOSTATS + 
MICROFILMING + 








Chenge of Address. Please send an addres 
stencil impression from a _ recent issue 
Address changes can be made only if w 
have your old, as well as your new address 
Art Direction, Circulation office, 43 E. 49t 
St., NYC 17. 











* hollywood, california 


Over 500 pages, 350 faces — 

ALL letters of the alphabet (caps, 
lower case, figures and points). 
Display sizes, 4 to 120 pt., in 66 pica 
or 11 inch lines! Body faces, 

4 to 14 pt. in comparative blocks — 
solid, I pt. and 2 pt. leaded! 


A muet for 


> TYPE SPECIFICATION 
* ROUGH LAYOUT 
> COMPREHENSIVES 


formosa ave. 


THE ADTYPE WORK BOOK 


Six-and-a-half years in the making, the Adtype Work Book fills a void 

in the graphic arts industry. It is unique because it is so comprehensive. More than 
a reference book, it is a true working tool that makes every type specifying 

or copy casting job faster, easier, more accurate. The Adtype Work Book shows you 
how the type will look before you order. The 11” x 14” loose leaf pages 

can be removed for tracing. Simplified copy fitting charts cut down working time 
still further. Also shown are the newest developments in photo typography, 

in complete fonts. Order type the modern way, order your Adtype Work Book today! 


Auk thant A CONTINUING SERVICE...as new type faces enter 
A Speedy into general use, supplement sheets are sent 
ato to without cost. 
“TYPE -BY-MAIL” Service — 
Genuine buckram cover + Steel backed binder + Slick Silkote Stock 


ORDER BY MAIL j : 
°4.850* TAN Adtype Service Company, Dept. av-s 
4 916 No. Formosa Ave., Hollywood, Calif. 


ppd. 
dig oe t (-] Check or purchase order enclosed 
6 desiced, Satisioction Q [-] Send Work Book on 10 day free trial 
guaranteed. (_] Send free folder showing all services 
* Full price credited if $500 type is NAME 7 Ba __TITLE 
ordered in 6 mos. We return your type 
by air same day received and pay COMPANY 
postage both ways! 
: STREET 
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CITY 


Full page, B & W 

Art Direction, August, 1956 

Western Advertising, August, 1956 

Advertising Requirements, September, 1956 

Media Agencies Clients, September, 1956 

Created and prepared for Adtype Service Company 
by The Edwards Agency, Inc. 



















the wouds getting around — 


From Production Man 

to Art Director 

to Agency Principal 

and back again, 

the word is getting around: 


OT te 














“Rely on Royal’”’ 

for finer typography 
and the kind of service 
that makes deadlines 


‘J 





Get acquainted with Royal today. 
A phone call does it. 





RoYAL 


TYPOGRAPHERS 
“At your service Day and Night” 
311 WEST 43 ST., N. Y. + JU 2-3250 





Complete ROYAL FILMOTYPE SERVICE available 





specialist in the placement of art personnel 


FRANK BOWLING agency 
18 east 41st street, new york 17, n. y. 


hugo Mteccati 
LExington 2-0038 photographers 


by appointment only 





art personnel 








what’s new 









DESIGN SENSE. New publication issuec by 
design firm of Lippincott & Margu ies. 
For copies write Madelon Bedell at 
Lippincott & Margulies, 430 Park / ve., 
New York 22, N. Y. 













KODALITH AUTOSCREEN ORTHO FILM. B.iok- 
let describing use of this film, usec in 
converting continuous tone photo: to 
dot patterned photos is available {-om 
the Eastman Kodak Co., Rochester 4, 
New York. 


DUPLICATE TRANSPARENCIES. Description 
of making of duplicates and compo. 
sites is contained in the sixth brochure 
of the Estelle Friedman Assoc. series 
on color transparency retouching. For 
this copy—or all six of the series—write 
the organization at 141 E. 44 St., NYC 
17. 




























“HANDI-SEALER” FOR SELF-MAILERS. Holds 
1-inch round seals, with an auxiliary 
holder for pre-cancelled postage stamps 
The device speeds-up sealing of self. 
mailer letters, folders, booklets, cata- 
logs, house-organs, and other periodicals. 
The seal, or postage stamp,. is drawn 
off over a special wick, moistened by 
capillary attraction of water from the 
tray below. It is also used for tipping 
on reply cards or reply envelopes, or 
samples, on broadsides or other printed 
pieces. Speeds of 1,000 or more an hour 
by inexperienced help are claimed, 
against speeds of only 500 or less per 
hour when unaided by special device. 
Cost $18.50 including “bonus” of 5,000 
seals (red or white). (Seal-O-Matic Ma 
chine Mfg. Co., 145 Hudson St., New 
York 13, N. Y.). 





























PHOTO & STAT SERVICES GUIDE. Shows over 
200 photo processes and services «vail- 
able and includes price list for «olor 
and b/w work. Indexed, covers such 
items as acetate prints, cells, <« iaz0 
prints, photolettering, slides, TV_serv- 
ices, varicolor prints. From Adm ister 
Prints Inc., 1168 Sixth Ave., NYC 36 












SLIDE PRICE LIST. A price list of lass 
bound slides, telops, flip cards, T\ hot 
press work, and mounted and un 
mounted enlargements is available rom 
National Studios, 145 W. 45th St., New 
York 36, N. Y. 
















ARTENNA. Consists of two telescc >ing 
tubes that extend to any length vu > to 
36” from back corners of drawing b ard. 
Reference material can be hung with 
clips on cord stretched between grc ved 
antenna tips. Draftray Co., 131 & 
24th St., Minneapolis 4, Minn. @ 
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OYAL BLUE PRINT COMPANY 


62 Fremont Street, San Francisco 5, California 


REPRODUCTION BY PHOTOGRAPHY 
complete reproduction service in color and black-and-white media 
bonded, uniformed messengers 
Please call one of our specialists for 
immediate information on how 
one of our 44 processes might be used economically 


for your quality and time requirements. SUtter 1-2376 





What makes an 


ART STUDIO 
a 


= 
( - 
FA C | T FS A “Stable of Artists” is not enough, but an organized 
staff of creative art specialists forms a studio that 
FX p F R | ay c F can service all of your individual art requirements... 
* Top layout men, illustrators, retouchers, letterers, 
mechanical and production men are brought together 
for high gear, high quality art... Irving 
Service is the key to all of our actions beginning with ened r 
the “job pick-up”, and continuing until finished art ntl , 
is placed on your desk. ages, I 
ing pi 


130 East 59th St., N. Y. 22, N. Y. Eldorado 5-2400 i 


314 North Broadway, St. Louis 2, Mo. CEntral 1-5232 Zi : 
ipper 


ROYER «4 ROGER, INC. 293 East Long St., Columbus 15, Ohio. CApitol 8-3583 i 


others. 








This z 


become 
that dc 
Sounds like a New York tele- L  ™ \ , = : fication 
phone number and a lucky toss is alwa 
in a dice game. ... it is neither. " . : a4 make a 

——- ~ te distinct 
dev«loy 

T 





It's just the name and series 
number of the newest, most re- 
freshing and appealing script ‘. OVERNIGHT SERVICE 
face by American Type. 4! 


Yes... copy in our plant by 4 p.m. will be 
Like Craw Clarendon, and all completed and on your desk at 9 a.m. next 
other ATF Types . . . you'll find 

h h ith lj d job with type... and maintain this standard 
them together with quality an ‘ day and night. You may take advantage of 


service at — 7 this quality and service at no extra cost to you! 


GRIFFIN BROTHERS ||| | WILLIAM H. PRICE 


day. % Our craftsmen always do a proficient 


TYPOGRAPHERS 
ADVERTISING TYPOGRAPHY 


394 PACIFIC AVENUE 
San Francisco - EX 2-8090 : 20 SECOND ST. - SAN FRANCISCO 5 + YU 2-3767 


CRAW CLARENDON 




















fa lave the headline hand Cattered 


BY IRVING BOGEN 


Irving Bogen entered the lettering busi- 
ness about twenty years ago. After the 
war he started freelancing and now 
runs his own studio. He designs pack- 
ages, letterheads, trademarks and mail- 
ing pieces as well as doing lettering. 
You’ve seen his lettering in ads for 
Stetson Hats, Manhattan. Shirts, Talon 
Zippers, Ivory Soap, Coca Cola, Chrys- 
ler, Monsanto, Bulova, Ponds, among 
others. 





This article is a frankly biased brief 
for the greater use of hand lettering. 
I say biased because, should more let- 
tering be used, lettering artists would 
become more affluent. That’s a point 
that doesn’t require any further ampli- 
fication except to say that more money 
is always nice. However, lectering can 
make an ad or an editorial page more 
distinctive; and that's a point worth 
dev-loping. 

Today, type has stepped out of the 
copy of an ad and is frequently 
for caption and sub caption as 
Quite likely the research organiza- 

» have advised that this makes for 
imum readability. Thumb through 

1 agazine today and page after page 
idvertising and editorial content 
up at you: clean, sharp, angular 
dable, if you will—and so often, 
otonous! 


is limited 

pe can be produced quickly, eco- 
ically and can say much in little 
: To even imply that type is less 
vital in most printed matter is 
But type has limitations. It can’t 
ys Space well, even when hand set, 
‘by reducing readability. And 
Id poor spacing be corrected, 


either by new corrected proofs or by 
stats that are cut apart and manually 
re-spaced, the initial advantages of 
speed and economy are lessened. Most 
of all, however, type has, for want of 
a better word, sameness. It can make 
two or three competitive soap ads look 
so similar that the consumer who runs 
as he reads, may not remember the 
name of the soap he had been con- 
vinced to buy. And since cliche think- 
ing is always with us, the chances are 
that all three soap ads had two lines 
set in Century Schoolbook and two 
words set in Franklin Gothic! 


For better fitting 


Hand lettering is so frequently used 
today merely as an extension of the 
typesetters trade. The lettering man is 
asked to execute a type style in pro- 
portions unavailable in actual type, i.e. 
“Do this line in Clarendon to fit so many 
inches wide—I can’t get type to do it.” 
In fact, the artist is even asked to per- 
petuate the same mistakes in drawing 
that type so often has: the heavy gath- 
ering of black at the joined strokes of 
the gothic M and W; the graceless 
angularity of the S and other round 
letters in many of the type Bodonis, 
and other equally obvious blights in 
construction. 

The tasteful use of hand lettering 
can offer variety and distinction. When 
an informal style is used for the head- 
line or product name it contrasts nicely 
with the body type and is refreshing 
to the eye. Because it is individual it 
can be identified with the product or 
the subject in the copy, and it seems 
to me, be more easily retained by the 
reader. Sometimes, when copy isn’t too 
heavy, you see a complete ad lettered 
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in an informal script, making the page 
or column separate nicely from the 
editorial material that may be next to 
it. Even when a formal style is indi- 
cated, a well lettered Bodoni or Gothic 
furnishes the distinction and legibility 
that gives the ad a lift, and, I would 
like to think, tempts the reader to 
linger and read on. 


Lettering is personal 

Lettering is as limitless and as ex- 
pressive as color. And best of all, like 
the custom suit, it is personal. When 
the name of a product has been formed 
by distinctive letters it has identifica- 
tion. It can never really be duplicated 
even when carefully imitated. But when 
you name your product with letters 
cast in Franklin Gothic, your competi- 
tive product name can be literally cast 
from the same mold. 

It might be appropriate here to make 
a few well-intended remarks about how 
to buy lettering: 

Try to allow your lettering man a 
maximum amount to time. The rush 
job will always be with us and there 
are so many capable lettering artists 
who can deliver an excellent job in 
miraculously short time. But haste pre- 
vents experimentation. In order to get 
the job done by tomorrow morning, the 
artist tends to turn out a job very much 
like others he has done. He cannot try 
something unusual since there is no 
time to do it over if it doesn’t quite 
come off. 

Don’t over-instruct. When you begin 
to draw individual letters on a pad to 
show the artist what you want, you may 
be placing a ceiling on the quality of 
the job he can give you. He is a special- . 
ist and, excuse the assumption, prob- 

(continued on page 22) 





EKTACHROME { ~~~~~. 


DUPLICATE 
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Made in all sizes from any 
Here at Kurshan & Lang 
controlling color is a highly ; 
specialized art. Duplicating to exact scaling for perfect 
Transparencies better and engraver’s composites. Color 
faster is but one of the many 
miracles performed in this 
complete color workshop. isfy the most critical color 


type of flat artwork or film 


aelgacidicteMelilemslelielilaemiekicl Ee 


anaemia advertiser, agency A.D. orP.M. 


e@ EKTACHROME PROCESSING FREE! Get ati the first hand facts on K & 

e@ DYE TRANSFER e@ CARBRO variety of rN Writ 
Color Prints for Reproduction 

@ FLEXICHROME MATRICES 

e@ MASKING @ PRINTON @ SLIDES 


Kurshan élang 10 E. 46 St.,N. Y. 17, MU 7-2595 


/ ORI 











Telops, Slides & Flips 
correctly prepared 
from your own Art. 





EDSTAN STUDIO 


TELESLIDE, INC. 


75 West 45th Street > 
Circle-5-6781-2 












































hand lettering 
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ably knows more about lettering th 
do you, the art-buyer. He’s given | 
of thought to all the small detail 
just how low the cross-stroke of a low r 
case Bodoni E should be, how heavy 
crossbar of a “brush” T, and a milli 
other trifles that give hand lettering 
character. The lettering man need o: 'y 
be given the style wanted, the wei; 
requircd, the color in which the let: 
ing will appear, the pictorial and 
type elements around it, a purchs 
order, and the suggestion to use ii 
imagination. 

About cost: Although, ostensibly, /et- 
tering is charged by the word, it i 
actually charged on a time basis. Afte 
all, can you justifiably expect to 
billed the same rate for a word 
Spencerian, as for a word in a loose 
“cartoon” style? The one may take five 
times as much time to do as the other. 
Incidentally, lettering is a good buy. 
Some twenty years ago, five dollars a 
word was a common basis for billing; 
today, when prices for everything else 
have doubled, a lot of good lettering is 
still billed at five dollars a word. 

Here are a few thoughts that we 
lettering men should bear in mind. We 
should constaitly strive for legibility 
with no loss in style. This is especially 
applicable in free, loose styles. The 
client is justifiably concerned that his 
message be read as easily as possible. 
He’s bucking a lot of competition and 
space is expensive. This, after all, is 
the only answer to the “type through- 
out” advocate who boasts that type has 
maximum legibility, but forgets that 
type so often lacks style. 

Let’s not be esoteric. Lettering should 
not be done simply to emulate an «d- 
mired lettering style, or to be admire 
by other lettering men. Letteri 
should add distinction and identifi«s 
tion to the product. There’s no pc 
in using the same kind of “carto 
lettering in an automobile ad tha 
colleague is using in a competi! v 
car ad. 

Finally, a few words about rece 
tion: If you like the lettering yo ¥ 
bought, tell it to your artist—better 
continue to call on him. Include 
name in credit lists when submit 
ads to the Art Directors Show- arid 
“in-the-trade” publications like 
one. After all, lettering is a crea Vv 
craft—or even art—and while these 
marks are admittedly partisan, the 
remains that lettering is a direct « 
tribution to the most important f 
tion of the ad: that the message | 
read. 
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B.EGoodrich Tubeless 
- because youre only 
as safe as ‘your tires 


ae 
a 


’ ae 


a) 


: SAFETY : 
TIRE SALE : 


Client: B. F. Goodrich 
Agency: Batten, Barton, Durstine & Osborn, Inc. 
Art Director: Al Whittaker, Cleveland Office 
Photographer: John Meridith 

957 North La Cienega Bivd., Los Angeles 46, Calif. Phone OL 5-8076 














Discerning 


San Francisco 





Art Directors 
insist on 
Reardon 


& Krebs 


Typography 


Riz K 


254 SUTTER STREET 


e-1725 CHARLE “NORTH 2b 


a. XA 
SAN FRANCISCO | [ 


381 FOURTH AVE »NEW YORK 16 MuUrray Hill 6-5740 
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Butte 


Herrero & Hyde 


or J in S 
Jor graphic art in San Francisec 


Exbrook 2-2979 


New York Cirele 5-6653 








h. ¢. sanford associates suas 


TON AVE NY ¢ 


43 LEXING 


MURRAY HILL 6 


2068 








PRECISION ELECTROTYPE CO. 


1045 Sansome St. 2165 So. Yates Ave. 
San Francisco Los Angeles 
GA. 1-0680 RA. 3-8744 














LETTERING 
SERVICE 





relmerel tread (ely) 


bulletin 


Tone control and coloi 
correction 

in screened prints; 
paper prices rise; 
ROP color now 


in 654 papers 


FORTUNE SPECIMENS: Folder showing spe<i- 
mens of Fortune Light, Bold and Extra- 
bold in a range of sizes is available from 
Bauer Alphabet, 235 E. 45th St., New 
York 17. 


NEW MONOTYPE FACES: Specimen sheets 
showing Century Schoolbook and italic, 
zoth Century Semi-Medium with italic 
and goth Century Ultrabold Extended 
show complete alphabets in one size and 
text blocks in a range of sizes. From 
Lanston-Monotype Machine Co., 24th & 
Locust Streets, Philadelphia 3. 


INTERTYPE SPECIMENS: Intertype Corp., 
360 Furman St., Brooklyn, New York, 
now has specimen sheets available {or 
go pt. Futura Bold No. 2, 6 pt. and 8 }0t. 
News Gothic Condensed with Bold C« 
densed, 6 pt. Imperial with bold and 
81% pt. Imperial with italic and sm 
caps. 


R.O.P. COLOR MUSHROOMS: An expect 
total of 700 dailies will run R.O.P. co 
by the end of this year, according 
Standard Rate & Data Service. N 
there are 654 newspapers using it, w 
56 papers accepting this for the fi 
time in 1955. Last year Media Reco 
noted a 29.6 increase over 1954 lin: ; 
of R.O.P. color in 11 cities measu! 
by the survey. However, full color is 1 t 
growing anywhere near the same exte 
Of the 56 papers accepting R.O.P. | st 
year for the first time, 49 can only c 
cept one color and black. 
(continued on page 26) 
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Getting home with plenty life 

and speed...that's what you 

want from your electrotypes. 

Clear reproductions that 

have fast impact. Top 

quality on your mats, 

too. In business because 

we make business...fast! 
Kapue 

“pil 
Electrotype Co. 


955 Front Street 


San Francisco, Calif. 


a Douglas 2-8427 
. a 
\} 
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Drawings and paintings for advertising COPY SERVICE 


by Earl Thollander represented by 385 BUSH STREET 


LANDPHERE SAN FRANCISCO 
ASSOCIATES | SUTTER 1-4309 


215 Kearny Street, San Francisco 
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Greenway <High Cchool 
Cordially Qnvites You 


to attend 


Thursday. June 14,1956 
Cranshaw Auditorium-8:30 








MURRAY HILL: New ATF typeface is a 
free-flowing, informal, handwritten let- 
terform. Designed by lettering artist 
Emil Klumpp, it is primarily a display 
type in a contemporary style. Murray 
Hill has been cut in sizes from 14-72 
points. Brochure of specimen showings 
is available from American Type 
Founders, 200 Elmora Ave., Elizabeth, 
New Jersey. 


TIMES ROMAN: Specimen sheet shows com- 
plete alphabet of two new display sizes 
of Times Roman and Bold, 18 and 24 
point. Copies of sheets showing the new 
sizes, or a complete Times Roman book- 
let, may be obtained from Merganthaler 
Linotype Co., 29 Ryerson St., Brook- 
lyn 5, New York. 


NEW PROTYPE FILM: A film with the iden- 
tical working qualities of ProPaper is 
now available for use with the ProType 
machine. ProFilm can be handled and 
developed under normal office illumina- 
tion. It is available in two sizes: 814” x 
50’, and 17” x 25’. Developing chemicals 
are also available. Merganthaler Lino- 
type Co., 29g Ryerson St., Brooklyn 5, 
N. Y. 


PAPER PRICES CONTINUE RISE: Paper cost, 
which has taken 25.1 percent of possible 
profits from publishers last year, will 
continue to grow as a paper shortage 
develops, according to Kent Rhodes of 
Reader’s Digest, who discussed the prob- 
lem of the rising cost of magazine paper, 
at the Magazine Publishers Association 
convention recently. Publishers are 
using more and more paper, despite 
rising costs, he said. Mill production 
has been increased by eight percent, is 
running 109 percent capacity, and there 
is a backlog of 45 days now, as com- 
pared to the go-day backlog in 1955. 
The Government Printing Office, which 


(continued on page 28) 





T0 AN AGENG} 
ART DIREGTUE 
WHO WANTS F 
BETTER JUL 


The better job you want—and de- 
serve—is as near to you as your 
telephone. Just reach out and dial 
MU 7-2172. 








In a matter of minutes, a repre- 
sentative of Tosca Studios will be 
in your office. Tell him what you 
want in art or photography, and 
tell him when you want it. 


You'll get the best job you’ve ever 
had! Intelligent and accurate in- 
terpretation of your wishes by 
highly talented artists; complete 
reliability and absolute promptness. 


Try us out—with any kind of an 
assignment from a lowly mounting 
or paste-up job to an illustration 
or color photograph. We give 
them all the same red carpet tre: t- 
ment! That’s why so many Art 
Directors say: 


“Call Tosca 
for fine, fast service!” 





tosca studics 
Art & Photography 

41 East 42nd St. 
MUrray Hill 7-2172 





L’ESPERANCE 


SIVERTSON & 


461 Bush Street «San Francetsco 
Typographers 








Art 


LYMAN EMERSON ¢ PHOTOGRAPHER 
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2500 WEST SIXTH ST., LOS ANGELES, CALIFORNIA 


SAN FRANCISCO 


550 CALIFORNIA $1 








artists materials 
drawing equipment 
artists furniture 
picture frames 


silk screen supplies 


FLAX’S 


255 Kearny St., San Francisco, Yu 2-4824 


headquarters 
for artist 


supplies 








NOW! EXPOSE 


ANSCOCHROME 
TRANSPARENCIES 


at speeds up to 


ASA 96 


WITHOUT COLOR SHIFT! 


Yes...even ASA 250 
with special filters 


For the first time .. . new color 
processing technique makes 
possible exposures in color 
with Speed Graphic, Linhof 
and view cameras heretofore 
possible only with miniature 
cameras. 

Dve transfer prints ... Dupli- 
cate Transparencies .. . Ekta- 
chrome . . . Art work copied 


... Slides, 


JACK WARD 
COLOR SERVICE, Inc. 


202 East 44th Street, New York 17, N.Y. 
Tel. MU 7-1396 


Midtown 
pick-up... 
delivery 
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has had trouble in arranging for third 
quarter paper, has been discussing re- 
viving paper priorities. By 1960, Rhodes 
said, 4.5 million tons of paper will be 
total publishers’ demand, but supply 
will only run 460,000 tons. 


COLOR SEPARATED VELOXES: Do you want 
to lighten the tones of the product in 
a photo or a wash drawing, yet leave 
the other tones unchanged? Have you 
ever wanted to darken some areas and 
not others? Now you can do these things 
in screened velox prints. Selective tone 
control, by photo-mechanical means, is 
being offered under the trade name 
Selectone by Scott Screen Prints, Inc. 

The result is similar to that obtained 
by reetching or burnishing photoengrav- 
ings or dot etching offset positives. Since 
all tone correction is done photo- 
mechanically the original art or photo 
remains unchanged. Process is now 
being used to lighten flesh tones, shirts, 
and other highlight areas that often 
photograph too dark and to darken 
backgrounds or spot areas to add con- 
trast to pictures. 

Any tone from an A to a G can be 
provided in any area. Process is said to 
be more economical than stripping into 
Ben Day background and reduces or 
eliminates retouching charges. 

Scott is also producing commercially 
color corrected and color separated 
screened prints from full color art. Now 
developed for two color work, the color 
separated prints are tone corrected and 
ready for reproduction. This eliminates 
the need for panchromatic prints and 
retouching. By supplying the platemaker 
with preseparated, pre-corrected and 
screened copy, great platemaking sav- 
ings are possible. At present b/w prints 
are made from full color art, two color 
separation prints from two color art. 
The separation prints are also registered 
and screen angled ready for line plate 
production. 

In addition to these new services, 
Scott offers the regular screened print 
services including square halftones, 
automatic dropouts, combinations, selec- 
tive area dropouts, surprints and laying 
of tone backgrounds as well as drop- 
shadow lettering. Work is handled for 
letterpress or offset in screen range 
from 55 to 120-line. a 








Change of Address. Please send an address 
stencil impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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Fo ; | ; . How to help 
; “=. || a young artist get ahead 


= Soe . | The next time a “young hopeful” 
7 asks your advice about 
y i a job or a raise... 


More and more artists are 
using Wolff's Carbon Drawing 
to obtain greater 
tell him to mail this coupon. 


Pencils ... 
realism ... striking contrasts 
. . beautiful gradations 
of tone. 
These pencils respond to every 
demand with an amazing range of , 
values . .. from exquisitely delicate Abort Gerke 
grays to black that is really black! And weiahaieas 
THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 
So why not tell the next young artist who comes in and 


every point ‘is firm, free from crumbling. 
Drawing Pencils—“the happy medium” 
asks for advice to mail the coupon below. Jt will help him 














Get acquainted now with Wolff's Carbon 
’ 


Buy them now! 

At better stores everywhere 
| 
get ahead faster. 


FAMOUS ARTISTS SCHOOLS 


Norman Rockwell 
Jon Whitcomb : ° * 
Senta: Saleaiens Studio 41-H, Westport, Conn. 
Harold Von Schmidt Send me, without obligation, information about 
Peter Helck the courses you offer. 
Fred Ludekens 
Al Parker Mr 
Ben Stahl aches 
re Robert Fawcett 
U. S. Distributors Austin Briggs Address 
Dong Kingman 
Albert Dorne City 
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represented by Chenault Associates 
a graduate of Rhode Island School of Design 
experienced in story, industrial and 


pharmaceutical illustration is 


_ & 


other artists represented: 
JAMES ESPINOSA CARLOS RICHMOND 
JOHN HAMMER WILLIAM SAYLES 
CHARLES HAWES NED SEIDLER 
FRED HOERTZ ART SUSSMAN 
LEN OEHMEN ED SWEET 

ARNE PETERSON SAM WISNOM 
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STOP! LOOK! LISTEN! ly 


Alberta 
heeds § 


An exhibit of 42 murals, showing a part of the effort ag te N 
of two years labor is on display during the month of August for the “a sad 

. ° ° ° ° MC ann. 
enjoyment of your rail fan kids and friends at the studio of eee 3 
O. Winston Link. e ming 


Winston deci etary 


. , Link Ma 
We stopped! We looked! We listened! Then took up the challenging ae Reeth dembtins mers, Ma 


job of creating the special equipment shown above and photograph- se€11S to 
ing America’s last steam powered R.R. The Norfolk and Western, , rec — 
IN ACTION—AT NIGHT. 2. MU 5-7326 en i 


ally 
SEE IT! HEAR IT! 





PS Cip 


ant DIRECTION 


Alberta Rudolphi Art Directors 
hecds San Francisco Club of San 

Francisco has 
elected Miss Alberta Rudolphi of Honig- 
Cooper Co. president. Lee Ruggles, 
McCann-Erickson, Inc. is ist vice presi- 
den: and Jack Allen of Holst & Cum- 
mings & Myers is gnd vice president. 
Secretary is Herbert Heidinger, West- 
Marquis Inc. Treasurer is Wallace Som- 
mers, Max Landphere & Associates. 1956 
seeiis to mark a trend toward increasing 
reccgnition of the professional status of 
women in the art direction field .. . 
lite ally from coast to coast. In New 
Yor: Cipe Pineles, Charm magazine AD, 


was recently admitted as the first woman 
member of the New York Club, and in 
Chicago Susan Karstrom heads the So- 
ciety of Typographic Arts. 


Miami club show 
slated for September 


AD Club of Greater Miami will hold 
its annual show at the Jordan Marsh 
department store in September. The 
annual awards dinner will be at the 
Miami Springs Villas. Exhibition chair- 
man is Howard Branston. 


San Francisco’s ad-editorial 
team wins area recognition 


The San Francisco Art Directors Club 
wanted enough space in Art Direction 
magazine to tell the story of their show 
and of the past years work in their 
area. To make it possible for the maga- 
zine to devote the desired space to the 
SF story a team of SF ADs, headed by 
Al Gieseke, artists representative, sold 
local advertising space for this August 
issue. Helping Al were Al Camille, Mc- 
Cann-Erickson; Chick Galt, Dancer-Fitz- 
gerald-Sample; Loug Kennedy, Foote, 
Cone & Belding; Nick Podich, McCarty 
Co.; Don Sturnlof, Young & Rubicam; 
and Jim Ruttencutter, Buchanan & Co., 
Fred Hershleb of Honig-Cooper and 
George Dippel of Weiner, Ohieyer, 
Reynolds & Baker were San Francisco 
editors for this issue. 


George Rappa- 
port of Calkins 
& Holden was elected president of the 
Los Angeles AD club. Other officers 
named include Robert Magee of R. W. 
Webster Co., first vice president; Lillian 
Love of Bullock’s Wilshire, second vice 
president; Arthur Sherman of Hixon & 
Jorgenson, secretary; and Reed Springer 
of Foster & Kleiser, treasurer. Outgo- 
ing president Morgan Henninger ’ of 
Stephens-Biondi-DeCicco presided at the 
installation. 


LA elects Rappaport 


3 





Officers of the 
Rochester 
club elected at the recent annual meet- 
ing are Gordon W. Holley of Case-Hoyt 
Corp., secretary; Emery Carey of Carey 
Studios, Inc., treasurer; Don Elmslie of 
Eastman Kodak Company, president; 
Ric Rylands, retiring president; Ken- 
neth Miner, of Case-Hoyt, vice presi- 
dent; Dan Marciano of Smith-Hart 
Corp., executive board member. Not 
pictured is Harvey L. Eibley, artist, who 
was elected with Marciano to a two- 
year term on the executive board. James 
H. Mulvey, Jr. of Williamson Associates, 
continues on the board for another year. 


Rochester, N. Y. elects 


New officers 
of the Port- 
land, Ore. 
\D club, which has recently become an 
affiliate of the National Society of Art 
Directors, are: Ed Mittelstadt of Bost- 
ford, Constantine & Gardner, president 
above; John Blew of Gerber Advertis- 
ing Agency, vice president; Shirley 
Orbeck of Freelance Design Studio, sec- 
retary; Laurie Levich of 722 Cascade 
Studio, treasurer. Board members are 


Portland club joins 
NSAD .. . elects officers 
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Jack Myers, of Carvel, Nelson & Powell, 
and former PAAG president; John 
Waddingham of the Oregon Journal; 
Ed De Temple of Richard Seller Adver- 
tising Agency. Liason members to NSAD 
will be Pat Shaylor of Gerber and Myers 
and Waddingham. 


New presi- 
dent of the 
AD club of Milwaukee is Frank H. 
Bercker, president of Frank H. Bercker 
Studios, center; vice president: Everett 
G. Edelman, AD at Philipp  Litho- 
graphing Co., second from left; treas- 
urer: Fred Terry, AD of Baker, John- 
son and Dickinson, left; secretary: Art 
Beier, AD of Andrews Agency, right. 
Jay Conley, retiring president, who was 
elected to a two-year term as a director, 
is between Bercker and Beier. 


Milwaukee club elects 


1 


New Kansas City president Richard 
Prezebel, 
AD at Potts-Woodbury, Inc., was elected 
president of the Kansas City AD club. 
Tom Korchak of Rogers & Smith, vice 
president; Toni Wenda, artist, secretary; 
Jules Scheffer, artist and studio opera- 
tor, treasurer. Prezebel was the medal 
winner of both the 1954 and 1955 AD 
club exhibitions in Kansas City. He 
becomes the fourth president of the 
club. Elected to the board of directors 
were Bob Holloway, last year’s president, 
Jack O’Hara, Mary Louise Wilson, Sam 
Springer, and Richard Anderson. 


Front: 
Seth lag- 
erstrom of Fuller & Smith & Ross, sec- 
retary; and Hugo DiZinno of F&S&R, 
president. Back: Mario DiSantis of Cre- 
ative Art, treasurer; and Vern Dalhilke 
of Advance Art, vice president. Execu- 
tive board members are Bob Martin of 
Artists Studio, Dave Lind of McCann. 
Erickson, and King Beach of King 
Photography. 


New officers in Cleveland 


chapter clips 


Chicago: New members are Rex Teich, 
AD of Fulton Morrissey Advertising, 
and Dwight Frick, AD of Foote, Cone & 
Belding . . . Bob Patterson is chairman 
of the annual show to be at the Pruden- 
tial building, Chicago’s newest sky- 
scraper, this fall . . . Dean Straka, AD 
of N. W. Ayer, is chairman of a special 
educational project to be launched in 
the fall. It will be a series of lectures 
by leading creative people from a 
variety of professions. Tentative title: 
Stimulation. 


Cleveland: Club friends in Chicago and 
New York as well as local people co- 
nated prizes for the annual golf party. 
. .. Judges for the Cooper School of Art 
show of commercial work were club 
president Hugo DiZinno, treasurer, 
Mario DiSantis and Glenn Foster of 
Don Gregg Studios . . . Club made c:sh 
awards to two design students and « 
illustration student, graduating seniors 
of the art and design course of 
Cleveland Institute of Art. First awer 
in design went to Jack Johnson, sec« 

to Barbara Rubenstein. Richard Ro 
received first in illustration. Judges w 
club) members Clem  Cykowski 
Cykowski and Associates, Glenn Fost:, 
and Clark Robinson of Fuller and Sm 
and Ross. 


Kansas City: At a recent meeting, Chic: 
photographer Dick Boyer showed 
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port lio of color transparencies made 
for 2 zencies and clients in Chicago area. 
\lso interpreted what he thought to be 
the « ming thing in advertising . . . And 
at ar earlier meeting, Jerome Snyder, 
\D « f Sports Illustrated, showed slides, 
and discussed magazine art directing. 


Mimi: Program at annual meeting was 
conducted by Russ Smiley, chairman of 
the ethics committee . . . Club continues 
bloodgiving to the John Elliott Blood 
Bank, for all members of the club and 
immediate families. 


Milwovkee: In conjunction with the 
Third Annual Art Directors Exhibit of 
\dvertising and Editorial Art, club 
sponsored an art competition for senior 
high school students and studio appren- 
tices. Edmund Lewandowski, director of 
the Layton School of Art, cooperated 
with the club on this project. Winners 
of scholarships to Layton were Steve 
Cira, prize given by Lloyd Sauer, presi- 
dent of Display Corp.; Delma Ihlenfeld, 
apprentice at Display Corp.; and Carla 
Harper, apprentice at Slater-Rose Stu- 
dios. These two scholarships were given 
by the Layton School and the club. 


New York: Honored guests present at the 
Executives Preview of the New York 
\D club show held recently were City 
Uommissioner Richard C. Patterson, 
department of commerce and_ public 
ewents; John P. Cunningham, president 
of Cunningham & Walsh, Inc.; Marion 
Harper, president of McCann-Erickson, 
Inc; Arthur Z. Gray, president of Street 
« Smith Publications, Inc.; and Frederic 
R. Gamble, president of American Asso- 
dation of Advertising Agencies. 


Washington: Jack MacLeod, a past presi- 
dent of the club, and Bill Highberger 
ielped with the screening and judging 
of the Baltimore AD show. 


Visuciator measures A new device 
legibility of printing and method 

for measuring 
ty of printed messages on pack- 
illboards, advertisements, etc. has 
itented and trademarked by Con- 
Laboratories, Inc., Chicago. Meas- 


legibi 
ages, 

been } 
lainer 
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urements are made according to flash, 
fade and focus. Flash is a determination 
of the shortest time interval in which 
a message can be redd. Fade measures 
the lowest light intensity in which it is 
legible. Focus is the degree at which 
printing can be out of focus and still 
be read. 

The service is performed only . at 
Container Laboratories because only 
trained personnel can make the measure- 
ments. Process is scientific rather than 
psychological. All conditions under 
which the work is done have been de- 
fined precisely, according to the manu- 
facturer. The machine and method 
enable agencies to compare new designs 
with present ones and competitors’ 
packages in the same field. 


Art cost rise 

lowest in graphic arts 
According to a survey made 
creased production costs in graphic arts, 
art charge increases since 1939 were 
shown to be considerably lower than 
those of other divisions of the field. 
Figures were released by Russel M. 
Seeds Co., Chicago advertising agency. 
Type composition, electrotyping and 
photoengraving figures were based on 
scale wages and increase of cost of 
materials. A pilot study of suppliers 
and buyers gave the art figures. 

Using 100 as the 1939 index, the 
survey shows these increases with three 
figures given in order as those for 1939, 
1948, 1955: Composition, 100, 189, 245. 
Electrotyping, 100, 155, 224. Engraving, 
100, 140, 225. Art, 100, 135, 178. 


on in- 


Sacred art biennial 
planned in Buenos Aires 
The Interamerican Biennial of 
Sacred Modern Art will be held in 
Buenos Aires this fall. Sections on 
ceramics and engravings will open Oct. 
15, sculpture and painting will be 
shown beginning Aug. 15. Authorities 
of the Historical Museum of the 
Church in Argentina are the organizers 
of the show. In a invitational booklet 
sent by Angel Oscar Ansaldi, director 
of the museum, and Msgr. Julian P. 
Martinez, Bishop of Ibora and Ecclesi- 
astic Assessor, theme of the biennial was 
given “to harmonize the finite with the 
infinite, the temporary with the eternal, 
and man with God.” 

Those eligible to enter must be “dedi- 
cated to fine arts,” over 25 years of age, 
of Catholic religion, and must be resi- 
dents of any American country. Four 
medal prizes, in addition to admission 
prize which is exhibition of the work 
and a diploma, will be awarded. Works 
entered must be inspired by passages 
or persons in the Bible. 


First 


August 1956 ~ 


A complete set of regulations for en- 
tering the biennial may be secured by 
writing Primera Bienal Interamericana 
de Arte Sacro Moderno, Casilla 4331, 
Palacio de Correos, Buenos Aires, Ar- 
gentina. 
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Powder 


Charles of the 
Ritz newspaper 
campaign is designed to stand out 
against typical news ads. Differentness, 
however, keys together the campaign. 
Interlocking faces for face powder illus- 
trated by Bob Gill. Lotion and cream 
balanced on two fingers — for two-step 
solution — illustrated by Andy Warhol. 
Natalie Bruere is advertising director for 
company. 


Standout news ads 








New  presi- 
dent of the 
Society of Illustrators is Ervine Metzl, 
a working illustrator for the past 40 
years. Outgoing president is Howard 
Munce. Metzl is a member of the Com- 
mission of the High School of Industrial 
Art in New York and is associate editor 
of American Artist. He belongs to the 
Artists and Writers Association and to 
the Dutch Treat Club. As a member 
of the Society of Illustrators for 25 
years, he has held many offices. As 
chairman of the Society's education 
committee, he helped organize free art 
classes for New York City high school 
seniors and an art rehabilitation course 
at the New York State Training School 
for Boys, Warwick, N. Y. The activities 
are now permanent projects of the 
Society. 

Metzl received his early training at 
the Chicago Art Institute, later studied 
in Germany and Italy. A collection of 
his early posters are exhibited in the 
Kensington Museum in London. Always 
interested in training young artists, at 
one time he was an instructor at Pratt 
Institute. 


Illustrators elect Metz! 


Society of Illustrators 
to do defense posters 


Society of Illustrators has been asked by 
the Department of Defense to illustrate 
posters for the six phases of the U. S. 
Fighting Man’s Code, which was an- 
nounced by President Eisenhower in 
1955. A brief public showing of the 
posters was held in June in the Society’s 
New York gallery before the sketches 
were forwarded to Washington for final 
judging. 

The Department of Defense has com- 
pleted a film shot in Westport in the 
studios of various artists. The film 
showing their work will be shown to 
the armed forces. 
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American Magazine folds 


After the August issue of the American 
Magazine, the 80-year-old publication 
suspends publication. Plans are under- 
way to try to absorb the American’s art 
staff into the Crowell-Collier organiza- 
tion which also publishes the monthly 
Woman’s Home Companion and the 
bi-weekly Collier’s. Frank Rossi is AD 
on the American. First assistant is Albert 
Peterson, second assistant, Frances 
Johannson. Miss Johannson, who also 
freelanced while a member of the Ameri- 
can staff, plans to continue freelancing. 

Closing of the Americans pages will 
be felt by illustrators. The magazine 
regularly ran at least half a dozen 
stories, providing a good market for 
artists. 


Walton to direct 
Corcoran school 


Edward F. Walton begins his third year 
as director of the Commercial Art School 
at the Corcoran Gallery in Washington 
this fall. Instructors will be Frank Huse- 
man, freelance designer, Philip Sabatino 
of Art Designers, Inc., and Louise East- 
ment, AD and advertising manager of 
Garfinckel’s. She will be associate in- 
structor in fashion drawing. 


- Beinn ds 
LA firm promotes ADs_ Fred Kaplan, 


left, senior 
AD and vice president of Dan B. Miner 
Co., Los Angeles, welcomes Frank 
Salazar to the firm. Salazar will share 
AD duties with John Whyte, center. 
Salazar comes to the Miner firm from 
J. Walter Thompson, New York. Prior 
to JWT, Salazar was graphic designer 
on national products for Raymond 
Loewy Associates. John Whyte, at Miner 
for four years, was recently promoted to 
associate AD. 





Rutland Herald wins The Ayer Cup 
Ayer cup for excellence 

in typography, 
make-up and printing has been won for 
the second time by the Rutland Herald 
of Rutland, Vt. The paper won before 
in 1947 and has also won honorable 
mention seven times. All of the 804 
daily English-language newspapers were 
judged on the basis of their issues of 
March g. Judges of the 26th Annual 
Newspaper Contest, meeting in the gal- 
leries of N. W. Ayer & Son, were Dr. 
Gaylord P. Harnwell, president of the 
University of Pennsylvania; Raymond 
Blattenberger, Public Printer of the 
United States, and Bradbury Thompson, 
AD of Mademoiselle magazine and other 
pubilcations. 


Hunter College 
offers airbrush class 


A complete course in airbrush will be 
offered at Hunter College in the even- 
ing, 7:15-9:45, Mondays or Wednesdays. 
Stella Pandell, associate director of 
Russell-Pandell Studios and writer ‘or 
professional advertising, art and p! 
tography journals, will teach the course. 
There will be a 15-week course in basi 
airbrush for beginners, and a seco 
15-week section in advanced airbrt 
including photo retouching in co! 
The basic class will meet Monday a: 
the advanced class Wednesday. Fee 
each is $27 plus $2 registration and 
general fee. Students may register 
mail or in person. Classes begin Se; 
17. Registration is open now and ¢ 
tinues until Sept. 13. Write School 
General Studies, Hunter College, Ro 
241, 695 Park Ave., New York 21 oF 
call PL 5-9385. 
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USIA asks political test 
fcr art show going abroad 


A projected show which would be sent 
abroad, representing work of 100 Ameri- 
can artists and collected through Ameri- 
can Federation of Arts, may lose the 
sponsorship of the United States Infor- 
mation Agency. A _ representative of 
USIA informed the federation that some 
10 artists represented were unacceptable 
for political reasons. The show had been 
planned by many American art institu- 
tions, as well as AFA. AFA’s trustees 
voted unanimously not to participate 
in the show if any paintings were barred 
by the government. Also AFA said it 
did not want to know the names of the 
10 suspect artists, because it did not 
want to be a party to circulating any 
possibly libelous charges against them. 

Efforts are being made to get a pri- 
vate sponsor. 





Huntingten Hartford A new 10-story 


art gallery will 
be built by 
Huntington 
Hartford on the block between Broad- 
wav, Eighth Ave., 58th St. and Columbus 
Circle. The 45-year-old grandson of the 
founder of the Great Atlantic and Pa- 
cific Tea Co. has expressed hope that 
the new gallery will contribute to a 
be:ter understanding by the public of 
the nature of modern art. Hartford's 
views on art were given last year in a 
ful -page advertisement which appeared 
in New York newspapers. Under the 
he ding “The Public Be Damned?” 
H: :tford charged extreme abstract ex- 
pr ssionism with pretense, confusion and 
fai ure to communicate with the public. 


plans new gallery of 
modern art 





PAINTINGS FOR HOSPITALS A POPULAR PROJECT FOR DETROIT AD’‘s 


Since 1949 the members of the Detroit 
Art Directors Club have given away 
more than 500 paintings to hospitals in 
the Detroit area. 


The AD’s are enthusiastic over the 
project and the chance to let their 
imaginations run wild. With no account 
reps to guide their hands, and no limit 
as to size, subject or medium, the artists 
turn out some of their finest work. 


All pictures are matted ready for 
framing and are hung “exhibition fash- 
ion” on the night of presentation. 
Representatives from the Detroit area 
hospitals are present and a drawing of 
names is held until the last picture is 
taken from the walls to brighten some 
hospital room or ward. 

Most every medium is represented. 
Water colors, oils, etchings, three dimen- 
sionals, and mobiles. All pictures are 
with a thought of peaceful influence on 
the ailing patient. The variety of sub- 
jects is almost as wide as the number 
of pictures contributed . . . landscapes, 
seascapes, still life. Paintings for chil- 
dren’s wards are popular with the artists 
and also with the doctors and nurses 
who feel that the greatest influence and 
benefit is cast on-the little souls who 
aren’t able to read or play. In the chil- 
dren’s category, brilliant Mother Goose 
themes vie with fairy tale characters. 
Stylized animals and birds, and, of 
course, circus clowns and all the colorful 
scenes that an AD on the loose can con- 
jure up to make a child’s stay in a hos- 
pital less painful. 

Most doctors agree that the use of 
paintings in the hospital rooms has an 
unlimited therapeutic value. Patients too 
ill to look out of a window, who had 


by Ken Lockwood 


only the dull oatmeal-colored walls, now 
find a new vista and a feeling of peace- 
ful, homelike atmosphere. 

The need for attention and affection 
is great in the children’s wards. Some are 
from homes so distant that visits from 
their parents are only weekly or semi- 
monthly. Others have been hospitalized 
so long that they have been all but 
forgotten. One litle mite of a girl 
crawled upon my lap, put her arms 
around my neck and asked, “Will you 
bring me just a tiny doll the next time 
you come?” I hadn’t the courage to tell 
her what the nurse had told me —she 
was up for adoption. She would never 
see her parents again and she wouldn't 
be there when I came back. For her 
there would be no “next time.” For 
others the scrawny hand of death has 
decreed there'll be no “next time.” 

The 1956 theme was an all-children’s 
project. A week previous to the dona- 
tion of pictures, a group of AD’s ar- 
ranged to go to Detroit’s huge Henry 
Ford hospital to entertain the children. 
Artists armed with sketch pads, pastels, 
crayons and pencils drew pictures for 
the children or let the kids draw for 
them. As an added attraction, a teen-age 
magician and a local cowboy television 
star entertained. 

It would be difficult to determine 
which group got the greater benefit — 
the entertained children — or the enter- 
taining Art Directors. 

The Detroit Art Directors feel that 
they have found a great new way of 
giving, not “’til it hurts”, but because 
it hurts. A gift that will continue to give 
for years to come. We hope that the 
idea will be adopted by other artist 
groups throughout the country. 
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Howard R. Markoff, 
AD at B. R. Doerfler 
Co., did somber il- 
lustrations in black and deep shades of 
purple for program used at premicre 
of “Richard IIL” in Washington. Theme 
of the Laurence Olivier production thus 
is maintained. Typography and _ offset 
printing by B. R. Doerfler Co. Client 
was Lopert Films, Inc. 


Somber art for 
Richard Ill 


This sure-to-be-kept 
children’s menu, in 
gray, pink and black, 
is dimensional, stands on table, and 
was designed to be given to kids as 
keepsake of visit to Meier and Frank 
department store in Salem, Ore. Design 
by Norman and Pat Gollin, Los Angeles. 
Done through Welton’ Beckett and 
Associates, architectural firm, for their 
client. Printed by silk screen. 


Childrens menu 
as souvenir 


3% 


Photography exhibit 

of last steam railroad 

“Stop! Look! Listen!” a photography ex- 
hibit of the last steam-powered railroad 
in America, The Norfolk & Western, is 
on view at the studio of O. Winston 
Link, 58 E. 34 St. Link, who shot 2000 
miles along the route of the railroad, 
has 42 murals developed from 4x5 
negatives. Special photographic equip- 
ment was designed and built by Link, 
who has an engineer’s degree. The show 
is a picture story of the railroad, with 
sound accompaniment. Two years of 
work went into it. Publication prints 
are available on a rental basis. 

The show, designed by Salem Tamer, 
will be held through August. It must 
be seen by appointment with Link or 
George Thom, his assistant. Call MU 


5°7326. 


Type Directors Club 

elects new officers 

New officers of the Type Directors Club, 
Inc. for 1956-57 are Arthur B. Lee of 
Arthur B. Lee & Associates, president; 
Abraham A. Versh of American Artists 
Group, vice president; Edward Gott- 
schall, editor of Art Direction, treasurer; 
William Streever, type director of Ken- 
yon & Eckhardt, recording secretary; 
John Lord of Fairchild Graphic Equip- 
ment, corresponding secretary; Gustave 
L.. Saelens, type director and production 
manager of Geyer Advertising, chairman 
of the board of governors; Travis Cliett; 
typographic designer at Wickersham 
Press, member at large to the board of 
governors. 

Package Design Exhibit 
deadline Nov. 1 


Deadline for entries to the Third Ameri- 
can Package Design Exhibition and 
Award Competition, sponsored by the 
Package Designers Council, is Nov. 1. 
Results will be announced early in 1957. 
Designers, product manufacturers, pack- 
aging suppliers and advertising agencies 
in the United States and Canada may 
enter. Official entry forms will be dis- 
tributed about Sept. 1. 

A new feature of this year’s competi- 
tion will be a cash award of $1000 
donated by the Aluminum Company of 
America, for presentation to the de- 
signer of the package that best illustrates 
effective application of aluminum foil. 
The Irwin D. Wolf Award, famous in 
packaging since the 1930s, will be pre- 
sented to the designer of the most out- 
standing entry. Awards will also be 
presented to designers in 21 categories. 
For further information, write Package 
Designers Council, 12 E. 46 St., New 
York. 


You get MORE 
VALUE 
IN 


DIAMONDS... 


Selected northern hardwood 
CLOT! 


BEST FRIEND YOUR WASH CAN HAVE 


Round, netural wood and colorful party PICKS 
y, 


The product's 
name lent itself 
to the art used for background—blurred 
diamonds, a different shade for each ad. 
This four-color ad features three prod- 
ucts (two kinds of picks, plus the 
clothespins). Problem was to dress up 
the ads and point up different uses for 
the products. The Diamond logo at the 
bottom evolved over a period of time. 
Now used in all ads and in packages. 
All art ties together by repetitive use 
of the logo design. AD: Henry Eastland. 
Photographer: Tony Ficalora. Copy: 
Marjorie Dorrance. Agency: Benton & 
Bowles. 


Diamonds for dress 


Benton & Bowles 
runs active gallery 


Primarily an exhibit area to acqua nt 
agency personnel with techniques 21d 
styles of artists in both fine arts 21d 
the commercial field, the Benton & 
Bowles agency “gallery walk” is devel :p- 
ing into one of New York’s most act ve 
art galleries. Purchases of works on « is- 
play have been made. Artists such as 
Austin Briggs and Alfred D. Crimi re 
often on display. Recently Crimi ha a 
one-man show featuring prizewinn 1g 
oils and watercolors, as well as his c m- 
mercial work. This show illustrated t at 
Crimi’s technique of painting in tri 1s 
parent planes can be translated i to 
unusual illustrations of advertising id: 1s. 
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Art Directi 


*hotography Place 
ontest closes Aug. 31 


\ photography contest offering two first 
rizes of a three-month apprenticeship 
ith $100 a week salary for one man 
nd one woman at Photography Place 
ill close Aug. 31. The contest is open 
to all residents of the United States ex- 
cept employees of Modern Photography 
nd Photography Place and families. 
Both winners will also receive an auto- 
matic twin-lens £/3.5 Rolleiflex camera 
and carrying case. There are 3g other 
prizes. 
For complete contest rules and entry 
blank, write Photography Place, 240 E. 
15 St., New York 17. 


West German design school 
to welcome American students 


This fall the first United States students 
are expected to enter a new West Ger- 
man school for design at Ulm in south- 
ern Germany. The school, founded by 
Fréulein Inge Scholl last autumn, is 
intended to take the place of the famous 
Bauhaus school, closed by the Nazis. 
A United States grant of $250,000 from 
the McCloy Special Projects Fund, 
equalled by funds raised from German 
sources, made the school possible. The 
school also receives a yearly grant from 
the State of Baden-Wuerttenberg and 
the German Federal Republic. The first 
class of 20 students will be graduated in 
1957- 

Walter Groupius, founder of the 
Bauhaus and retired director of the Har- 
vard University School of Architecture, is 
a curator of the school. Fraulein Scholl 
has said that the school developed from 
ideas of her brother and sister, Hans 
and Sophie Scholl, students at the Uni- 
versity of Munich, who were executed 
by the Nazis in February 1943 for un- 
derground activity. 


Strobridge student awards 


First three cash award winners of the 
Strobridge Lithographing Co. contest for 
students of the John Herron Art School, 
Indianapolis, were Charles B. Guy, 
Kokomo, Leroy Phelps, Indianapolis, 
and Donald Platt, Indianapolis. The 
Strobridge company has reproduced the 
paintings and brief biographies of the 
winners in full-color brochures for dis- 
tribution to art studios, advertising 
aencies, and other interested organiza- 
tions. The contest was conducted 
trough the Indianapolis office of the 
company. In the future, Strobridge 
ovices in Cincinnati, Milwaukee, Cleye- 
wad, New York and Baltimore plan to 
omsor similar competitions in commer- 
il art schools in their areas. 


‘The birth af a 
Campbell Tomato 


a captured by the eye of the color camera 


eed oars Cosmet Toomateens oot (mete thea mmaibe com phe! 
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This color spread of the growth and fruition of a tomato 
plant captures attention through beautiful photography, 
interesting subject. Running in Life magazine, the ad was 
produced by Leo Burnett Co., Chicago. AD Howard W. Andersen, photographer 
Jim Braddy of Ken Schmid Studio, and Draper Daniels, creative writer of the ad. 
To get proper continuity in pictures, photographer searched through five acres of 
plants, to match individual plants and stages of growth. One week’s shooting time 
was spread, with research, from June to August. Balance of copy and art was done, 
with explanatory captions under each photo of plant’s growth, plus message 
conclusion in easy-reading type. 


Color photo story 
illustrates message 


“as 
cons smeee — 
Cc ° KE PIZZA 


we 
~— 


A Coke and Pizza campaign has been completed by the 
design studio of Gould-Smith Associates, Beverly Hills, 
working with Vern Eastman of the D’Arcy agency, Los Angeles. The campaign was 
developed and adapted by Gould-Smith for truck and window banners, carton 
hangers, rack cards, table tents, point-of-sale displays and newspaper ads ranging 
from full color to b/w. 


Coke-Pizza campaign 
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because the tobaccos 
. first grade 


You'll like Dunhill 

GETTER STHL for flavour, 

20» v8 firmness and freshness 
1 0 





New in England Use of product it- 

self as part of let- 
tering in brandname appearing in 
head — which is also part of illustration 
— is used by G. S. Royds, English agency 
for “dunhill” cigarets. Agency wonders 
if readers can recall similar treatment — 
product actually in lettering? 
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A series of six 
b/w ads for Virtue 
Brothers Manufac- 
turing Co. uses design complimenting 
product. Here is layout by Milt Zolotow. 
A Stradivarius violin, opposite product 


Product design 
picked up in ad 


38 


(furniture designed by Kjer-Jakobsen) 
carries out theme of “there’s an im- 
portant difference.” Each ad will use 
similar high spots of quality — fine gob- 
let, historic lute, couturier fashion. Run- 
ning in trade publications, campaign 
was prepared by Neale Advertising Asso- 
ciates, Los Angeles. Bob Boe is AD. 


Techni-Craft graphic arts 
competition opens 


The 1956 Graphic Arts Competition 
for noncommercial art, sponsored by 
Techni-Craft Printing Corp., is open to 
entries now, with closing date set for 
Sept. go. The competition is open to 
artists and all employed in graphic arts 
and marketing in the metropolitan New 
York area. Those entering must be spon- 
sored by associates. Winners will be 
awarded diplomas. Further information 
is available from 1956 Graphic Arts 
Competition, c/o Techni-craft Printing 
Corp., 250 W. 54 St., New York 19. Or 
call CO 5-4114. 


What is photographic illustration? 


This question was one of many reviewed 
at the Business Management Seminar 
of the Photographers Association of 
America. Panel members were W. A. 
Reedy (Editor of Applied Photography), 
and illustrators Charles Kerlee, Halleck 
Finley, William Becker, Arthur 
d’Arazien, and Wesley Bowman. 

Bill Reedy suggested an illustration 
was a photograph with an idea. Wes 
Bowman said “... you are making the 
object more desirable to the public... 
it doesn’t necessarily mean that you 
have to make the object as true as 
commercial photographers make it... 
we can forget some of the detail of the 
subject as long as the subject is clearly 
recognizable ...and even in some cases 
we leave out the subject entirely. The 
idea is to create a desire...” 


LA county fair to have 
national art exhibit 


A National Exhibition of the Contem- 
porary Arts of America will be held at 
the Los Angeles County Fair, Pomona, 
Sept. 14-30. A total of $8000 in prizes 
will be awarded for oils, sculpture, 
graphics and applied arts. Three re- 
gional juries in New York, Chicago and 
Los Angeles will select work to be shown 
at the exhibit. Works will be offered 
for sale, with no commission to be 
charged by the county fair. Millard 
Sheets is director of the fine arts depart- 
ment, Los Angeles County Fair Asso- 
ciation. He reports that approximately 
800,000 people visited the art exhibit 
at the fair last year. 


{ DAVID OISTRAKH, v2». 


Color mosaic covers Saul Mandel’s 
designs and 


illustrations show fine art influence for 
cover of Spectrum (medical publication) 
and cover of Columbia record album. 
Oistrakh album cover prints in black, 
red and gold. AD was Roy Kuhlman of 
Columbia. Spectrum cover prints in red 
and black. AD Earle Yahn of Medical 
Press. 





Sy Edelstein -le- 
signed and Max 
Yavno phot»)- 
graphed a series of 
12 full-page two-color ads for Cons»li- 
dated Film Industries, a division of 
Republic Pictures. For a new natio.al 
trade campaign, the series will vary as 
to second color and as to design—e::ch 
ad will emphasize a different subj: ct. 
Each ad shows a department in actin. 


Photography- 
design ads sell 
film processing 





Art Direction 





Earl Thollander 


upcoming artist 


Earl Thollander is an artist who has brought 
his painting abilities to advertising art. This 
34 years old native Californian (Kingsburg) 
majored in art at San Francisco City College 
and graduated from the University of 
California in 1944. After serving as a naval 
officer on a landing ship in World War II he 
returned to further study at San Francisco 
art schools. Since then he has worked 
primarily as a promotion artist with the 
San Francisco Examiner. His paintings have 
been exhibited regularly at juried shows. 
Now with Landphere Associates, San 
Francisco, advertising artists, Thollander 

is applying his painting knowledge and 
techniques to creative advertising art. » 
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lake a good look at these 27 prize 
winners from San Francisco’s 8th Annual 
Exhibition and you'll find a three to 
one ratio of art over photography with 
only a handful of pieces relying primarily 
on design for visual effect. This west 
coasi show presents an interesting 
contrast to the recent New York show 
(see June Art Direction) in which 70 
of the medal and distinctive merit 
winners relied heavily on photography, 
51 on art (a better ratio than some 
suspected). Although numerically more 
pieces in the New York show employed 
design and typography alone, the ratio 
of pure design pieces in San Francisco 
was higher. 

Not only does the San Francisco area 
emphasize illustration and art over 
photography but there is much use of 
bright and off-beat color. Four cam- 
paigns reviewed in this issue are 
examples of this trend. Dole uses lush 
tropical pink, green, yellow and black 
spiked with fluorescent red. California 
Wine Association silk screened its 
displays to make the most of bright and 
festive colors. Pabco Paint Co. not only 
used colors in its promotion but used 
a black background to heighten color 
effect and based its copy line on selling 
color rather than the paint itself. 
Southern Pacific used vivid colors and 
striking shapes in its Time, Newsweek 
and New Yorker ads. 

Art and strong color dominated the 
San Francisco ad scene during the past 
year. e 


SAN FRANCISCO 


1) 





Left to right: Morrison Fetzer, 
art director, Kaiser Graphic Arts; 
Earl Thollander, artist, Land- 
phere Associates; Douglas 
Kennedy, art director, Foote, 
Cone & Belding. 
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emphasizes art and vivid color 
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Left to right: Milton Halberstadt, 
free-lance photographer; Dick 
Danner, artist’s representative; 
Gene Hale, art director, 
Campbell-Ewald. 


Design of Complete Unit 


1) Magazine ads — full color 
Artists: Saul Bass, Rene Williams, N. Gollin 
Art Directors: Ettore Firenze, Saul Bass 
Agency: Brisacher, Wheeler & Staff 
Client: Pabco Products, Inc. 


Newspaper ads (national & regional) 
Artists: Lowell Herrero 

Art Director: Tony Carillo 

Agency: Young & Rubicam 

Client: General Foods Inc. 


Newspaper ads (retail) — black & wh'te 
Artist: Kenneth Bess 

Art Director: Jack Allen 

Agency: Foote, Cone & Belding 
Client: S & W Foods, Inc. 


a Small space ads 
Artist: Jerry Richardson 
down the hatch Art Directors: Jerry Richardson, Joe Wallace 
: ; Client: Roos Brothers 
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fe ns ore pt tg pr gute 5) Direct mail — color 
ng ken, ReiNg eee coekd Gente oe gem = , ~ . . he . m 
Reh ie ervey dines Maem op od mee wt & ‘ j > Artist: Hisashi Tani 
i ° “ o Art Director: Hisashi Tani 


— : names : Client: Earl Thollander 
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Direct mail — color 

Artist: M. Halberstadt 

Designer: Marget Larsen 

Art Director: Robert B. Freeman 
Agency: Charles P. Johnson Company 
Client: KCBS 


Direct mail — black & white 

Artists: Fred Lyon, George Waters, Wil 
Connell, Joseph K. Marshall, Harold Zegart 
Art Director: Robert B. Freeman 

Agency: Charles P. Johnson Company 
Client: KCBS 








Company publications — annual reports 
Artists: Milton Cavagnaro, Hiroto Arai, Chad 
Michele, Leo Holub 

Art Directors: Leo Holub, Milton Cavagnaro 
Client: Parsons, Brinckerhoff, Hall & 
MacDonald 


Posters — transit cards 

Artists: Jerry Wright, W. J. McDonald 
Art Director: E. J. Burke 

Agency: J. Walter Thompson Company 
Client: Safeway Stores, Inc. 





Advertising Art 


10) Magazine advertising art — product illustration 
Artist: James Hansen 
Art Director: Don Sternloff 
Agency: Young & Rubicam, Inc. 
Client: Kaiser Aluminum & Chemical 
Corporation 


Magazine advertising art — general illustration, 
design, full color 

Artist: Gordon Brusstar 

Art Director: Fred Cole 

Agency Foote, Cone & Belding 

Client: Southern Pacific 


Newspaper advertising art — general illustra- 
tion, design 

Artist: Paul Nennast 

Art Director: George Guido 

Agency: Campbell-Ewald Company (Detroit, 
Michigan) 

Client: Chevrolet Motor Division 


Newspaper advertising art black & white — 
general illustration, design 

Artist: Harold Zegart (Photographer) 
Art Director: Gig Gonella 

Agency, Guild, Bascom & Bonfigli 
Client: Foremost Dairies, Inc. 


Trade periodical-advertising art — black & white 
& two color general illustration & design 
Artist: Earl Thollander 

Art Directors: Art Cramer, Earl Thollander 
Agency: Promotion Department 

Client: San Francisco Examiner 





Booklets, direct mail, house organs, annual 
reports — full color 

Artist: Jon Brenneis 

Art Director: Robert Washbish 

Agency: Taylor & Taylor 

Client: Standard Oil Company of California 


Booklet, direct mail, house organs, annual 
reports — two color 

Artist: Harry O. Diamond 

Art Director: Lowell Butler 

Agency: Automobile Club of Southern 


SAN FRANCISCO | continued California 


Client: Westways Magazine 
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Booklet, direct mail — black & white 
Artist: Betty Johnson 

Art Director: Betty Johnson 
Agency: d’Evelyn-Guggenheim 
Client: Borden Dairy Company 





Posters, transit cards, point of sale 
Artists: M. Halberstadt, Garrett Crossman 
Art Directors: Robert O. Bach, Tom Sexton 
Agency: N. W. Ayer & Son, Inc. 
Client: Hawaiian Pineapple Company, Ltd. 


Editorial art — tull color 
Artist: Stanley W. Galli 
Art Director: Ed Cerullo 
Client: True Magazine 


Editorial art — black & white 

Artist: Harry O. Diamond 

Art Director: Lowell Butler 

Agency: Automobile Club of Southern 
California 

Client: Westways Magazine 








21) Television commercials — animated 
Story & Design: John Hubley, Bob Guidi 
Animation Director: Arnold Gillespie 
Animator: Art Babbit 
Agency: J. Walter Thompson Company 
Client: Ford Dealers Advertising Association 
of Southern California 





Television cials — 

Artist: Animation, Inc. 

Art Director: Alex Anderson 

Agency: Guild, Bascom & Bonfigli 
Client: Regal Pale Brewing Company 


Package design 

Artist: Beverley Abbott 

Designer: Bill Adamo (of Western Paper Box 
Company) 

Art Director: Marget Larsen 

Client: Joseph Magnin Company — Cyril 
Magnin 


Special Awerds 


24) Foster & Kleiser award — 24-sheet pester 
| a Artists: Saul Bass, N. Gollin 
SAN FRANCISCO continued Art Directors: Saul Bass, Ettore Firenze 
Agency: Brisacher, Wheeler & Staff 
Client: Pabco Paint Company 
| 


Hearst Examiner award, newspaper ad — 
full color 

Artist: Betty Brader 

Adv. Director: Carolyn Hoyt 

Art Director: Marget Larsen 

Client: Joseph Magnin Company — Cyril 
Magnin 


Best painting in the show (Society of Artists and 
Art Directors Award) 

Artist: Stanley W. Galli 

Art Director: Ed Cerullo 

Client: True Magazine 


Best experimental art in the show (Society of 
Artists and Art Directors Award) 
Artist: Earl Thollander 
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to sell 


case history 











PAINT 


sell the color 


“I don’t know why, but I like it.” “Ny 
customers are all talking about it” “I.’s 
brought in new customers.” 

These are just some of the comme: ts 
of Pabco paint dealers in the elev n 
Western states, the firm’s market for t 
paint, roofing and siding products. 

The Pabco campaign came about 
a direct result of research studies ccn- 
ducted by the firm’s advertising agen: y 
Brisacher, Wheeler & Staff, San Fr: 
cisco, that clearly indicated a need for 
a sharp visual campaign to perform two 
necessary functions for the client’s prod- 
ucts. The first of these was to build 
brand-name recognition and the second 
(and equally important) to deliver the 
story of color. 

The studies indicated that people 
were not interested in purchasing paint, 
but were interested in purchasing color. 
Factors of quality, wear, ease of applica- 
tion, and similar “tried and true” paint 
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wdvertising appeals were no longer of 
prime importance to the consumer. In- 
stead, as noted above, color was the 
motivating force in the purchase of 
paint. 

Once the problem was defined, it was 
placed in the hands of Ettore Firenze, 
vice president and senior art director of 
the advertising agency. 

It was Mr. Firenze’s opin:on that an 
art technique utilizing bold colors on 
a black background would be the best 
way to deliver the color story. The use 
of black would be doubly fortunate — 
first, any color placed on it would s:ng 
out loudly and brilliantly; secondly, 
there was not another paint company 
that was using to the hilt black as a 
background. It would thus serve to give 
the series a strong identification and 
retention value — and that is exactly the 
way it has worked out. 

By integrating the theme prepared by 
the agency’s copy department — “Look 
Ahead — Paint with Pabco” — it was felt 
that this slogan also indicated the long- 
lasting quality of the paint without de- 
tracting from the two basic requirements 
—(1) brand identification, and (2) color. 

Mr. Firenze then secured the services 
of Saul Bass, one of the Pacific Coast’s 
most versatile designers, who proceeded 
to interpret the message in a most direct 
and appropriate manner. 

The campaign consisted of five bill- 
boards which were redesigned into 
splendid four-color advertisements. Their 
visual excellence has already been at- 
tested as the “Paint Strokes” 24-sheet 
poster received the Second Award in the 
“100 Best Posters” in the 24th National 
Competition of Outdoor Advertising Art 
in the Miscellaneous Classification. This 
billboard was also the First-Award win- 
ner in San Francisco’s 28th Annual Ex- 
hibit of Advertising Art, where it also 
received the special Foster & Kleiser 
medal for the best 1955 outdoor poster 
design. 

The consumer magazine advertise- 
ment fared equally well, and the “Star 
Eyes” received the Award of Excellence 
in the above exhibit. The “Paint Drop” 
magazine advertisement was the recipi- 
ent of the Merit Award for consumer 
magazines, design of complete unit, from 
the Art Director’s Club of Los Angeles. 

Has the campaign been successful? To 
quote E. V. Gear, director of advertising 
for Fibreboard Paper Products Corpora- 
tion, Pabco’s parent company, “Pabco 
paint is on its way. The trade is very 
en! usiastic, and, if sales are a measure 
of success (and they are), the campaign 
is successful.” 


Art Direction / The Magazine of Creative Advertising / August 1956 


FREIGHTING 


bold illustrations, vivid color 





Southern Pacific serves the 
West and Southwest with 
the largest fleet of 
negyback truck equipment 
in the United States 








case history 





Problem: 


To acquaint influential business and 
financial people, nationally, with the 
size, scope, and objectives of Southern 
Pacific. 


Background: 


A survey conducted in 1954 among bank- 
ers, security analysts, and other business- 
men in the East and Midwest revealed 
that Southern Pacific was not so widely 
and well known — and highly regarded -- 
as the company’s magnitude and breadth 
of operations warranted. 

At the same time, management felt 
that declining long-distance train pas- 








Serves the West and Southwest 
with 
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more miles 
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senger travel properly dictated a change 
from customary national advertising of 
Southern Pacific passenger trains to an 
institutional campaign that would sell 
the stature of the company and its com- 
petence and progressiveness as a freight 
carrier. 


Solution: 

A campaign of full-page, four-color ads 
was planned, to run every other week in 
Time Magazine and on schedules of 
lesser frequency in Newsweek and New 
Yorker. These magazines were selected 
to reach the audience of important, 
thoughtful business and financial execu- 
tives to whom S.P. wished to tell its insti- 
tutional story. 

From the start, the ads in this con- 
tinuing campaign were designed to put 
across strong one-idea messages quickly 
and dramatically. Bold illustrations, 
realistic or symbolic, were set in plenty 
of white space —to become “stoppers” 
through vivid color and striking shapes. 
Photography and artwork were used, 
sometimes in combination. Copy was 
kept as short as possible to help speed 
a quick, clear reader impression. 


DIVERSIFICATION builds 
the Goiden Empire 

Leke spukes wn a radroad track diverwfied 
products secure the growth. strength and 
stabdity of S. P's Golden Empire. 

The dhustration shows how much of several 
mportant things are produced in thes area 
Southern Pacific — serving more of the West 
and Southwest than any other radroad — 
Ines to match thes dverwficanen 

with fine, progressive and 


versatile railroad service 
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Southern 
Pacific 





Agency: Foote, Cone & Belding, San 
Francisco 
Art Director: Fred Cole 
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WINE 


Art with a European touch and festive colors | 








case history 





Problem: 


To create point-of-sale material and 
consumer advertising that would lend 
prestige and gain attention for brands 
produced by the California Wine Asso- 
ciation. 


Approach: 


As fine wines are psychologically linked 
to Europe in the minds of many, it was 
decided to employ an art technique that 
would capture the flavor of Europe to 
sell California wines! The finished art, 
prepared for silk-screening, successfully 
developed the European association, en- 
hanced the product with overtones of 
quality. As there is usually a vast array 
of wine advertising in stores . . . all side 
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by side and competing for attention .. . 
the artist used bright, festive colors. 
However, the brand name was the domi- 
nant interest at all times. The same 
technique was adopted for New York 
Criterion panels as they are frequently 
in multiple units with different adver- 
tisers vying for shoppers’ glances. Lee 
Ruggles and Bill Tift of McCann-Erick- 
son, Inc. (San Francisco), were the Art 
Directors, while Nicolas Sidjakov fur- 
nished the art. 
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to sell PINEAPPLE PRODUCTS 


integrated promotion ... Hawaiian symbols . . . lush colors 


Dole Pineapple recently solved a com- 
plicated store promotion problem with 
the clever use of color integration and 
consistent layout theme. The problem 
began with the number of elements that 
had to find their place in this store 
package: the Dole brand name: Dole’s 
romantic source, Hawaii; Art Linkletter 
and his CBS-Radio & Tv show, “House 
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Above is a reproduction of one side of the Dole House 
Party's promotion main theme banner. This was used 
on Art Linkletter’s television show “House Party” 
during the Dole Hawaiian House Party Promotion 
commercials. Linkletter’s face on the banner was 
hinged so that Linkletter himself could open the back 
of the poster and appear live through the aperture. 


Left is the special Hawaiian House Party set which 
was used during the Hawaiian House Party promotion 
for the delivery of the Dole commercials by “‘House 
Party's’ Art Linkletter. 


Party”; the Dole magazine advertising 
of this promotion; Pineapple use-sug- 
gestions that would help foster tie-in 
activities in the stores. 

A copy theme was picked first — some- 
thing that would hold an idea “um- 
brella” over the whole promotion. It was 
“Dole Hawaiian House Party”, and it 
not only repeated the headline of the 
main magazine promotion ad — it also 
contained in itself the name of the Link- 
letter show. 

From that base, main theme banners 
were designed to incorporate Linkletter, 
the brand name and strong, simple 
Hawaiian symbols. From there, the de- 
signing moved out through the use-sug- 
gestion posters, stack cards, shelf-talkers 
and _salesman’s_ portfolio — repeating 
variations of the same theme. Through 
every piece, the same colors were re- 
peated — lush tropical pink, green, yel- 
low and black — spiked with a vigorous 
fluorescent red “Dole”. 

These techniques produced a_hard- 
selling promotion that earned a fat pre- 
mium in shelf space, special displays and 
tie-in advertising. The careful integra- 
tion of colors and rendering style made 
almost every store that used the promo- 
tion —a Dole store for the week or 10 
days the promotion was up.@ 
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Yecorative and religious illustration is the forte of UPCOMING ARTIST STEPHEN ANTONAKC 
pcoming artist Stephen Antonakos. He came to 
his country from Greece as a child and studied at 
1e New York State Institute of Applied Arts and 
ciences. For the past three years he has been free- 
incing for such accounts as Vogue, Esquire and 
ubilee magazines; Ben Sackheim agency; James Eng 
\ssociates; Kurnit-Geller Associates; Reba Sochis 
‘udio, and Columbia Records. @ 
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The first installment of this two-part 
article on motivational research as it 
it applied to advertising appeared in the 
July issue of Art Direction. Comments 
of the viewpoints expressed by the 
author have been received from _ re- 
searchers, ADs and ad executives. Some 
of them are printed at the end of the 
article. 

The comments ranged from agreement 
to complete disagreement. Speaking at 
the Detroit Art Directors Club recently, 
Frank Baker, past president of the New 
York Club, declared that motivational 
research is one of the art directors great- 
est allies, for it has proven that the 
artists’ instinctive convictions about ad- 
vertising illustrations —a need for mood 
and emotion in pictures — causes better 
readership of all ads. 

At the June Visual Communications 
Conference sponsored by the New York 
AD Club William Schneider (Donahue 
& Co.), speaking of research generally, 
termed it the art directors best friend. 
At the same conference Leo Lionni 
(Fortune magazine) deplored the empha- 
sis on research and entered a plea to 
return art direction to art directors. 

Following is the conclusion of Miss 
Rothwell’s article and some of the writ- 
ten comments Art Direction has received 
on it. 





There is a second tool in the MR 
kit. This is the long narrative interview 
whose questions are open-ended, non- 
directive, or relatively unstructured. 
These questions permit the answerer 


considerable latitude for discussion and, 
so far as is possible, their wording 
avoids any suggestions of answers. Such 
“depth” interviewing, it has been 
elaimed, gets-below the surface to less 
superficial motivational material than 
that provided by a conventional ques- 
tionnaire.13 





N. D. Rothwell 


It is true that skillfully handled non- 
directive interviewing can elicit full re- 
plies to questions about why people like 
a product they buy. And exhaustive in- 
terviewing may bring to light many 
components of the answers to the ques- 
tions. But here again, the possible dis- 
tortion in interpretation of such replies 
is immeasurable. If, for example, you 
are trying to learn why a consumer 
bought a Ford rather than a Chevrolet, 
and if he is articulate and cooperative, 
he can provide you with lists of logical 
reasons, reports of hours of well remem- 
bered family discussions, total recall of 
a salesman’s hard-hitting pitch. But all 
these might have been outweighed in 
the actual decision making by a brief 
half-forgotten glimpse, a dim childhood 
memory, an unrecognized stubborn 
streak, or a learned reflex. So, even 
when some or all of the subtle inter- 
acting decision controlling information 
is dredged up during the course of a 
long interview, no method of evaluat- 
ing it is provided. Honesty thus re- 
quires that the results be reported as 
“people say they buy because” rather 
than “people buy because.” 


Alternatives to MR 


Where does this leave. us? We can 
return to the point of departure, the 


author is opp 


annoying fact that there is discrepancy 
between people’s answers to questions 
and their behavior. Having attacked 
MR which is the currently advocated 
solution for the problem, alternative 
suggestions to it might be considered. 
The few which are sketchily outlined 
do not constitute an exhaustive list of 
possible solutions. They are, on the 
contrary, incomplete and tentative pro- 
posals offered with no guarantee of 
success. None is considered a panacea 
and few have the novelty or glamor of 
MR. It is pedestrian, for example, to 
suggest that the problem of market re- 
search will be solved only after reams 
of answers to questions about buying 
behavior and preferences are collected 
and checked against quantities of ob- 
servational data. We can go on asking 
people whether they like our product 
and what there is about it they like. 
Then we need to watch them to see if, 
in fact, they purchase it and what are 
the conditions under which they do or 
do not buy it. The task involves con 
tinuing and systematic research but its 
reward may be the measurement of the 
observed discrepancy between people's 
words and behavior. 

A second suggestion is that muc!) 
more be done in the area of experi- 
mental design for market research. 't 





1 Haire, M., “Projective Techniques. . .,” 
Journal of Marketing, April 1950, p. 649. 

2 Wiebe, G. D., “A Briefing for Business- 
men .. .,” Printer’s Ink, September 17, 1953, 
p. 33. 

% Haire, op. cit. 

4Newman, J. W., “Looking Around,” 
Harvard hasiness Review, January-Febru- 
ary 1955, p. 135. 

5 Wiebe, op. cit. 

6 Lindzey, G., “TAT-Interpretative As- 
sumptions . . .,” Psychological Bulletin 49, 
1952, p. 1. 
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7 See the following: H. A. Murray, The- 
matic Apperception Test Manual (Cam- 
bridge: Harvard University Press, 1943); P. 
H. Mussen and H. K. Naylor, “Relation Be- 
tween Overt .. .,” Journal of Abnormal & 
Social Psychology 49, 1954, p. 235; P. M. 
Symonds, “Are Projective Test Data . . .,” 
Journal of Projective Techniques 18, 1954, 
p. 515, and Adolescent Fantasy (New York: 
Columbia University Press, 1949); van Len- 
nep and Howwink, “Projection Tests . . .,” 
Acta Psychologia 9, 1953, p. 240. 

8See the following: A. W. Combs, “A 


Method of Analysis . . .,” p. 167 and “The 
Validity and Reliability . . .,” p. 240, Jou- 
nal of Clinical Psychology 2, 1946; Mi. 
Deutsch, “Field Theory . . .,” p. 427, C. W. 
Eriksen, “Needs in Perception . . .,” p. 43 
and J. R. Milam, “Examiner Influen:e 
=. p. 221, Journal of Projective Tec 
niques 18, 1954; Murray, op. cit.; S. Sarasoii, 
The Clinical Interaction (New York: Harp- 
er and Brothers, 1954); S. S. Tomkins, T/:¢ 
Thematic Apperception Test (Grune * 
Stratton, 1947). 

®See the following: Combs, “A Method 











ported | 


art 


was | 
tion 
in th 
meas! 
ods. | 
quire 
Furtl 
quan 
vey I 
surve 
And, 
an @é 
signif 
in bu 
consu 
poten 
produ 


Clinic 

Thi 
now | 
better 
labora 
is the 
how d 
in pu 





that s 
more : 

The 
psyche 
The s 
fluenci 
ar iple 


ac om, 


of Ana 
R. liabi 
S\ none 
of cit. 
® Ge 

of Drez 
19.3, p 
1 See 
As 

ject: 
ads. 
ih. 
Re 


B28 0s 


Art rectic 











It all It's cracked up to be? 











ported and challenged by researchers, 


art directors, ad executive. 


was mostly by controlled experimenta- 
tion that the clinical psychologists cited 
in this paper uncovered and began to 
measure the limitations of their meth- 
ods. Other market research methods re- 
quire similar testing and evaluation. 
Furthermore, some of the reams and 
quantities involved in conducting sur- 
vey research might be foregone if the 
surveys were designed as experiments. 
And, finally, there is no alternative to 
an experiment for the study of the 
significant effects of time—how changes 
in buying behavior occur, how shifts in 
consumer preferences arise, what is the 
potential demand for new products or 
product variants. 


Clinical market research 

Third, some of the market research 
now being conducted in the field might 
better be confined to the clinic and 
laboratory for the present. The clinic 
is the best place in which to determine 
how deep are the motivations involved 
in purchasing decisions. It is possible 
that some of these motivations may be 
more superficial than MR now indicates. 

The laboratory of the experimental 
psychologist should also be exploited. 
Tie study of the role of habit in in- 
fluencing buying behavior, for ex- 
ample, is one which could better be 
accomplished by observing people in a 


psychologist’s laboratory than by trying 
to ask them questions, the answers to 
which may not be in their conscious, 
semiconscious or unconscious thoughts, 
but outside their sphere of knowledge 
and perception. 

Many suggestions for improving ques- 
tionnaire designs would, if followed, 
provide major though not revolutionary 
improvements in market research. For 
example, if questionnaires concerned 
themselves more with the collection of 
narrative reports, what people say they 
do, and less with the collection of re- 
plies to why questions, they would be 
on sounder ground. 

One idea more radical than those 
listed comes from the writings of the 
Harvard economist James Duesenberry!+ 
and the Chicago sociologist David 
Riesman.15 They question the extent 
to which preferences and buying be- 
havior are individually determined. 
Both suggest that a social group even 
larger than the family unit is the basic 
determinant of consumer demand. 
Market research has not yet explored 
systematically the hints in their work. 
Maybe sociometry can provide some 
tools for doing so. But, before borrow- 
ing them, let us take warning from MR 
and examine very critically what is 
being loaned. 





of Analysis . . .,” and “The Validity and 
R liability . . .,"op. cit.; Lindzey, op. cit. 
S) nonds, “Are Projective Test Data .. .,” 
oj cit. and Adolescent Fantasy. 

° Gordon, H. L., “A Comparative Study 
of Dreams .. .,” Journal of Personality 22, 
19.3, p. 234. 

1 See the following: M. Harrower, “Clin- 
ic: | Aspects of Failures . . .,” Journal of 
P) \jectice Techniques 18, 1954, p. 294; Sy- 
m: ads. “Are Projective Test Data .’. .,” op. 
ct’ : U. S. Department of the Army. Person- 
ne Research Branch Publication. Valida- 
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tion of three objectively scored pictorial 
tests of personality for the assessment of 
leadership. Report 958, 1952. 

12See the following: Murray, op. cit.; 
Tomkins, op. cit. 

13 Newman, op. cit. 

14 Duesenberry, J., Income, Savings, and 
the Theory of Consumer Behavior (Cam- 
bridge: Harvard University Press, 1949). 

15 Riesman, D., R. Denny, and N. Glazer, 
The Lonely Crowd (New Haven: Yale Uni- 
versity, 1950). 
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a lucid presentation... 
N. D. Rothwell’s excellent article, “MR 
... is it all it’s cracked up to be?”, offers 
a lucid presentation of “motivation re- 
search.” Miss Rothwell expresses a view 
point which coincides with our organiza- 
tion’s view of “motivation research.” 
Your publication is to be congratu- 
lated for service rendered its readers 
by the publication of Miss Rothwell’s 
article. 


Alfred Politz Research, Inc. 


MR here to stay 

but come-uppance needed... 

I enjoyed Miss Rothwell’s article very 
much. I’m sure motivational research — 
or at least research into why people buy 
what they do — is here to stay. But I also 
think it has badly needed the come- 
uppance Miss Rothwell gives it. 

I was a little surprised, though, to find 
this article reprinted in your publica- 
tion. While Starch and Gallup-Robinson 
come up with findings that are of direct 
concern to the art director, motivational 
research (I thought) does not. Insofar 
as advertising goes, it pertains only to 
that area concerned with establishing 
advertising objectives — not at all with 
the preparation of advertising that will 
accomplish those objectives. 

Is there danger that art directors will 
take the doubts Miss Rothwell casts on 
MR and apply them to all advertising 
research in general? I hope not — be- 
cause all of us need all the guidance 
we can get in creating better, more 
effective advertising. 


John W. DeWolf, 
G. M. Basford Co. 


a regrettable attack... 


As she frankly admits, Miss Rothwell’s 
piece is an “attack” on motivational 
research. 

This seems to me regrettable, inas- 
much as she makes a number of sound 
criticisms. It is regrettable because the 
“attacking attitude” brings some of her 
points under suspicion of bias, whereas 
a more disinterested, analytical treat- 
ment would have given them objective 
force. 

As I am not a researcher, I am not 
qualified to evaluate the techniques she 
discusses. But, as an analyst, interpreter, 
and user of research data, I feel justified 
in suggesting that, in some respects, her 
criticism beg the basic question: what 
can the advertiser or marketer reason- 
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ably expect to get from research, by 
any name? 

He doesn't need to learn from Miss 
Rothwell that no research can tell him 
specifically, today, what a given respon- 
dent can or will do tomorrow or next 
week. He already knows (or certainly 
should unless his 1Q is well below 100) 
that he will at best get a “fragmentary 
picture.” 

And I should say that those of us who 
serve him as interpreters fully under- 
stand the discrepancies in the data as 
well as the difficulties in evaluating them 
for practical purposes. 

What we and our clients are looking 
for —and all we can expect to get — is 
more knowledge about people's opin- 
ions, attitudes, and behavior, and the 
reasons behind them. We can get some 
valuable knowledge from quantitative, 
direct-question research; but when and 
if this doesn’t seem adequate, should 
we refuse the possible help from other 
methods because these methods are less 
than perfect? If their findings seem to 
make sense, they are helpful: they not 
only give us more knowledge to work 
with, but they may raise questions we 
hadn't thought of, provide warning 
signs, or confirm our suspicions. 

The scientist doesn’t wholly condemn 
a method because it is technically im- 
perfect. If he is aware of its imperfec- 
tions, he “salts” his results, just as a good 
research statistician qualifies his figures 
with a margin of error. The user and 
interpreter of motivational research 
data must do likewise. If the sky dark- 
ens, we don’t leave our umbrellas at 
home because the Weather Bureau pre- 
dicted “Fair and warmer”. 

I certainly agree that the “borrowing” 
of motivational research techniques -by 
commercial firms which are inexperi- 
enced or otherwise unqualified to use 
them properly is destructive, and Miss 
Rothwell is right in warning against 
such meretricious pirating. But let’s not 
damn the witness because he has been 
“taken over” by the prosecution for its 
own profit. Let’s analyse his testimony 
and judge its value for our purposes. 
Error and misinterpretation may mean 
occasional losses, but isn’t this better 
than not trying? 


Mark Wiseman 


arbitrary conclusions... 
Sincere motivational researchers are 
more anxious than anyone else to im- 
prove their techniques, eliminate pos- 
sible sources of error, and _ proceed 
cautiously with checks and controls at 
every corner of a research area. 

We would have been grateful if Miss 
Rothwell’s article had contained useful 
suggestions as to how our methods 
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might be made more foolproof, more 
perfect. Instead, however, she summarily 
disposed of a large part of modern psy- 
chology, and thus of the astounding 
results which have changed a significant 
part of scientific thinking about man in 
the past few years. 

My regret is mainly that there is so 
little I can learn from Miss Rothwell’s 
conclusions because of the arbitrariness 
that tends to creep into them. 

For example, she dismisses the possi- 
bility to predict buying action by 


analyzing buying motivations through 


the agreeably simple and just as falla- 
cious device of analogy. She says: “Hav- 
ing, for example, probed below the sur- 
face and discovered that a man wishes 
to murder his wife, the tester is stuck 
when it comes to predicting whether he 
will, in fact, try to kill her or whether 
his fantasies about doing so serve as 
an outlet for the desire and check any 
real impulse to act on it.” 

It should really be evident to anyone 
dealing with psychological problems 
that the would-be murder’s dilemma 
should not be compared to the problem 
of choice in a buying situation. In the 
two cases the conflict between the id 
and the superego are of such diflerent 
magnitudes that they become different 
in quality as well. 

Or let us take another example. Miss 
Rothwell asks: “What market research 
firm could administer a Thematic 
Apperception test or a sound variation 
of it in a few minutes on the door step 
or in the parlor, to a distracted house- 
wife?” I can legitimately retort: “What 
market research firm does administer 
tests on doorsteps?” 

And, to take another random illustra- 
tion of the author’s arbitrariness, how 
can we explain the strange misinter- 
pretation of the techniques and aims of 
depth interviewing: “If, for example, 
you are trying to learn why a consumer 
bought a Ford rather than a Chevrolet, 
and if he is articulate and cooperative, 
he can provide you with lists of logical 
reasons, reports of hours of well remem- 
bered family discussions, total recall of 
a salesman’s hard-hitting pitch. But all 
these might have been outweighed in 
the actual decision making by a brief 
half-forgotten glimpse, a dim childhood 
memory, of unrecognized stubborn 
streak, or a learned reflex.” 

Don’t we all know that it is precisely 
the elucidation of the “dim childhood 
memories” and similar mechanism 
which is the purpose of motivational 
research and not the recording of the 
“lists of logical reasons?” 

All in all, I feel partly embarrassed 
and partly surprised whenever I en- 
counter a complete negation of scientific 


facts on which so much of our actio 
and thinking rests today. It serves n 
useful purpose to “refute” a paper par: 
graph by paragraph. | dare say th 
modern social sciences have passed th: 


stage long since. 

Show me a _ constructive, objectiy 
which demonstates some weal 
nesses, imperfections, failings of or 
discipline, show me better approache , 
illuminating new findings, and [ll | 
the first to cry “hosannah!” 

But if nothing else, the empiric: | 
successes of motivational research, the 
highly successful applications of many 
of its illuminating findings, prove the 
complete futility of trying to reject in 
toto 50 years of scientific progress. Moti- 
vational research has solid theoretic:l 
foundations, and it works in practic 
Should we dispense with it because it 
belongs to the social sciences and thus 
has not yet the rigidity of geometry, nor 
that ultimate perfection which comes 
from millions of experiments, case _his- 
tories, a century of experience? 

Such a decision would certainly be 
contrary to the best intellectual tradi- 
tions of the Western mind. 

Ernest Dichter, Ph.D., 


Institute for Motivational 
Research, Inc. 


paper 


My principles vs. your blemish... 

An anthropologist once pointed out that 
whenever factions struggle—whether the 
factions are sects, societies, individual 
theorists, or philosophers—the classical 
tactic is to cite the opponent’s singular 
failures and the proponent’s general 
principles. Thus, the anti-motivation 
researcher cites the inadequacies of pro- 
jective techniques for predicting murder 
from murderous thoughts, while citing 
that “consistently honest research pr: 
titioners have had to submit reports . 
filled with irritatingly round-about co::- 
clusions...” It is my principles against 
your blemish. 

Nor is Miss Rothwell’s side alon 
Motivation research enthusiasts have e: 1- 
ployed the same devices—my great sco) e 
of science against your percentile rani s, 
is also familiar. Cocky social scienti ‘s 
have stepped into oratory, filled w: h 
the fervor and intensity which ma: :s 
the human professions, determined 0 
get their voices heard and to require t '¢ 
opposition’s defeat, retrenchment, anc - 
sometimes—humiliation. Both sides hi ¢ 
recorded their strong feelings, their 1 1- 
willingness to deal impartially or obj ¢ 
tively—and have so showed their rm | 
cards to include amateurish enthusias 1s 
and ill-conceived rationales. 

In all of this, the very business n .n 
whose sympathies are so eagerly sou it 
finds himself unserved, as Pierre M T- 
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ti) eau pointed out apropos some other 
co cerns. Unscrupulous machinations do 
oc ur—we have been victim of two, 
w ere detailed research proposals were 
re uested and were subsequently used 
to secretly guide the client’s non-motiva- 
tinal research while motivational ideas 
()ecrhaps ours in particular) were 
lavelled unreliable. In one ot these 
caces, the businessman-president of the 
n did learn what his research depart- 
.nt had done, and formally apologized 
the lack of ethics he had unwittingly 
harbored. Undoubtedly, some motiva- 
tion researcher has somewhere been as 
dishonest. 

\side from the hard feelings en- 
gendered and instigated by both sides, 
there are some perennial misunderstand- 
ings which arise and which plague 
those who are motivated toward honest, 
capable, intelligent research. The busi- 
ness executive is well-represented here: 
he wants to get important facts, and it 
is not his first concern to become an 
expert in how that may be done. Evi- 
dences of vested interest, unscrupulous 
twisting of opinion and technical knowl- 
edge, name-calling and oratory are not 
likely to permanently persuade him that 
he has no right to ask questions which 
can’t be answered by nineteenth cen- 
tury psychology, anymore than they per- 
suade him he can’t have a machine 
whose engineering ventures: beyond the 
mechanical physics of 1870. 
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Technique is sociologically valid... 

Running throughout Miss Rothwell’s 
criticisms is a notion that motivation re- 
search is essentially an adaptation of 
clinical psychology. This is more super- 
ficially true than otherwise. Since So- 
cial Research, Inc. can take the major 
responsibility for the role played by pro- 
jective techniques in motivation re- 
search, we can perhaps throw some light 
on the subject. First, the field of pro- 
jective techniques is by no means 
limited to the studies of pathological 
subjects which Miss Rothwell cites. They 
have been used in widely ranging 
stu:lies—of cultures, societies, business- 
mei, engineers, school children, house- 
wives and their radio interests, highway 
po.cemen, and so on and on. The 
ps) hologists who worked on these prob- 
lens; were sometimes also skilled in 
de: iing with psychiatric diagnoses and 
ne: rological diseases, but sometimes are 
no: Rather, they are often students of 
cul ure or of such sociological affairs as 
grc ip behavior, community and indus- 
(tii organization, and communications. 
lt s no longer necessary to cite the 
pic 1eering, fumbling studies of O.S.S.; 
on can look to the current uses of pro- 
jec ‘ve techniques in handling multitu- 
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dinous problems of social science, from 
Kansas City to picking candidates for 
the priesthood. 

Secondly, the field of motivation re- 
search would not be what it is, if it 
were not for the contributions of sociol- 
ogists and anthropologists—let alone ex- 
perimental psychologists, mathematicians 
and statisticians, psychiatrists, physiolo- 
gists, and others. Few experienced social 
scientists will deny that one cannot pre- 
dict behavior in vacuo—because behavior 
doesn’t exist in vacuo. Nor, incidentally, 
would any experienced social scientist 
argue that Miss Rothwell’s murderously- 
feeling man would be disinterested in 
advertising appeals or objects which 
helped him vicariously express these 
feelings. 


100% predictions not expected... 

The goal of motivation research is not 
an absolute prediction of behavior, any 
more than that of advertising is a 100% 
sale of the product. The advertising 
man aims to improve his client’s chances 
of being chosen; the motivation re- 
searcher aims to contribute to this proc- 
ess by illuminating what feelings and 
predispositions in the consumer can be 
drawn upon to heighten the client’s 
chances of being noticed. (Again, the 
undertone of factional conflicts is all 
too often that the enemy fails to be 
omniscient, while our side never claimed 
to be!) 

All research people in the human 
fields are studying the reality which they 
can observe, choosing those methods and 
those instruments which seem to them 
to enlighten the infinite complexities of 
human behavior. Amongst themselves, 
they are inclined to be a little as Pope 
observed men are with their watches— 
each prefers to believe his own, and to 
find his fellow’s somehow defective or 
confusing. When the question of “real” 
motives and attitudes comes up, as Miss 
Rothwell introduces it, the reader 
should beware. Evidence is overwhelm- 
ing (all but the most obstinate) that 
both conscious and unconscious motives 
are real, that the outward response of 
an individual is revealing, even if de- 
liberately falsified, and that face, in the 
Chinese sense, is not easily or gracefully 
lost. Those advertisers who have been 
led (if they were led) into ignoring out- 
ward and conventional values and atti- 
tudes have been seriously misguided, 
since whatever is known about humans 
(in propagandizing, selling, or on the 
analytic couch) strongly indicates that 
we energetically defend our conscious 
and socialized attitudes. Here reference 
to the clinical psychologist increases mis- 
understanding, for he as a professional 
is not often called upon to concern him- 





self with, or to understand, his subjects’ 
customary vanities and the mainsprings 
of behavior in a social milieu. To the 
clinician, the important social group 
usually stops with the immediate family, 
including sometimes the boss, the hero, 
and the doctor or professional who will 
try to get on intimate terms with him. 


Don‘t scorn stereotypes... 


What is real? Miss Rothwell seems to 
assume that “stereotypes” are not—and 
many cloistered psychologists would 


probably agree. By their assumptions, 
only those things are real which are 
individual, inimitable, or which evolve 
from the uniqueness of experience. But 
to the social scientists who deals with 
larger groups (markets, communities, 
voters, etc.) and who is concerned with 
group behavior, those stereotypes are as 
real as the most private symbol of the 
deepest dream. If respondents give “only 
conventional answers” they are not 
thereby deceitful—they are telling the 
research worker that social factors and 
conventions play a meaningful part in 
their attitudes here. The conventional 
answer, the stereotype, may be the valu- 
able tip to products which are regulated 
by social status, by group leaders, by 
desires to be like others and to conform 
to the group. 

The unconscious attitudes have an 
edge, however. This can be said even 
though it is not really clear what uncon- 
scious means. Most of us are unconscious 
of our breathing—yet if there is even 
a minute increase in carbon dioxide, 
breathing becomes quickly conscious, 
and if it is unrelieved it will become a 
consuming interest which yields to noth- 
ing. The urges for sleep, for sexual re- 
lease, for food are similar—they are most 
unconscious when gratified. Other un- 
conscious needs show the same long-term 
power, to finally shape behavior and 
circumstance to permit their release. 
These statements are mundane to liter- 
ally thousands of people, who have 
selected personnel, supervised or di- 
rected subordinates, tried to enforce 
arbitrary limitations, or assessed the 
impact of propaganda and advertising. 
It is less important what the individual 
and the group assert as their state, and 
more important to know what needs and 
wishes lurk behind their beliefs about 
themselves. 

Are the motivation research people 
equipped to discover such things? The 
answer is that they are reasonably well 
equipped. The body of knowledge about 
people and their behavior grows, and 
its much greater than the experiments 
with projective techniques would indi- 
cate. Case students can be cited on many 

(Continued on page 77) 
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MiLlW A 


The Art Directors Club of Milwaukee may be numeri ally 
small, but it is mighty. The Third Annual Exhibition of 
Advertising and Editorial Art featured some 275 pieces 
chosen from over 750 entries. To pull 250 advertisers, ayency 
executives, artists and suppliers to the awards dinner the 
exhibit was promoted by extensive mailings, newspaper 
stories, a TV program on WTMJ-TV and the tower of the 
City Hall was used for an electric spectacular plugging 
the show. Some of the show’s medal winning pieces are 
shown here. * 


Tay 23 YI 


Judges Bob Taylor (AD, J. Walter Thompsor 
Co., Chicago), Andrew Armstrong (vice 
president Leo Burnett Agency, Chicago) 
and artist-AD John Averill. 








Design of Complete Unit 


1) Record albums, book jackets, magazine covers 
Art Director: Albert Jacobs 
Artist: David Broad 
Submitted by: John Higgs Studios 
Advertiser: Massey-Harris 


2) Magazine ads — black and white 
Art Director: Jay Conley 
Artist: Jay Conley 
Submitted by: Jay Conley 
Advertiser: Fox River Paper Corp. 
Agency: Scott, Inc. 


3) Magazine ads — color 
Art Director: C. A. Mathisson 
Artist: Leslie Gill 
Submitted by: Mathisson & Associates, Inc. 
Advertiser: Miller Brewing Co. 
Agency: Mathisson & Associates, Inc. 


4) Newspaper ads 
& Art Director: Gordon Fisher 
oe Artist: Robert Hillmer 
Submitted by: The Brady Co. 
Advertiser: Wis. Public Service Co. 
Agency: The Brady Co. 
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5) Packaging 
Art Director: Jay Conley 
Artist: Jerry Pawlowski 
Submitted by: Wetzel Brothers 
Advertiser: Autopoint Company 


6) Menus 
Art Director: Geo. W. Lewis 
Artist: Norbert Janowiak 
Submitted by: Geo. W. Lewis 
Advertiser: Cape Cod Inn 
Agency: Advertising Art Studios 


Finished Art 


7) Editorial art 
Art Director: Albert Jacobs 
Artist: Jack Smith 
Submitted by: John Higgs Studios 
Advertiser: Massey-Harris 


8) Magazine art — color 
Art Director: David Broad 
Artist: David Broad 
Submitted by: John Higgs Studios 
Advertiser: Milwaukee Advertising Club 


9) Direct mail advertising art 
Art Director: Bob Slater 
Artist: Tom Rost 
Submitted by: Slater-Rost Studios 
Advertiser: Field & Stream 


.10) Menus 
Art Director: C. A. Mathisson 
Artiat: Frank H. Bercker Studios 
Submitted by: Mathisson & Associates, Inc. 
Advertiser: Miller Brewing Co. 
Agency: Mathisson & Associates, Inc. 


Art rectién / The Magazine of Creative Advertising / August 1956 





where business talks to the 


Art directors, said public relations counselor 
Edward L. Bernays, are “members of one of 
the most important professional groups in the 
country. As ‘symbol manipulators’ they affect 
the attitudes and actions of millions. The 


symbols they use as shortcuts to human under- 


standing hold people to their existing beliefs 
or help to implant new beliefs.” 


Stan Engel, president of the Montreal Art 
Directors Club, welcomed visitors to the 5th 
annual exhibition by citing these words of 
Mr. Bernays and called attention to the 
advertising and editorial pieces shown as 
examples of a progressive and vigorous art 
reflecting the vitality of the business it 
represents. The show was held in May at the 
Montreai Museum of Fine Arts. * 





Happy judges are Leslie Trevor of 
Rous & Mann Press Ltd., and presi- 
dent of the Toronto AD club; Alan 
Jarvis, director of the National 
Gallery of Canada and Roy Tillotson 
of Union Carbide & Carbon Co. and 
president of the NSAD. That’s Mon- 
treal’s Colin McMichael in the back- 
ground. 





MONTREAL'S T 
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Advertising design, direct mail, multicolor 
Medal award 

AD: J. Birdsall 

Advertiser: Rous & Mann Press Ltd. 


Advertising design, campaign continuity, multicolor 
Medal award 

AD: Tancrede Marsil, Y&M Studio 

Art: Royle Harris 

Advertiser: Ciba Company, Montreal 


Editorial design, company magazine 
Medal award 

AD: Gerry Moses 

Art, Design: Theo. Dimson 
Advertiser: Imperial Oil Ltd. 


Editorial art, color, magazing covers 
Medal award 

AD: Keith Scott 

Art, Design: Theo. Dimson 
Publisher: Mayfair Magazine 


Editorial art, humor, color 
A Medal award 
a AD: Desmond English 
Art: Peter Whalley 
Publisher: MacLean’s Magazine 


Photography, b/w illustration 
Medal award 

AD: Jack Dawkins 

Photographer: John Sebert 
Agency: John Belknap 
Advertizer: Solitaire Recording Co. 
. Entrant: Ken Bell Photography 


é y > 
4 Aut a Advertising art, fashion, color 
es AD: R. M. Buckham 


Photographer: Geoff Rogers 
Agency: Cockfield Brown 
Advertiser: C-I-L Terylene Div. 


Terylene”  tretch—Socks fit every foot 
n've ova! tonagihi 


th beep wae ev 
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Advertising design, trade periodicals 
AD: M. F. Feheley 

Art, Design: R. Taber 

Agency: Mac Laren Advertising 
Advertiser: Reliance Engravers Ltd. 


Advertising design, greeting cards 
AD: W. E. Trevett 

Art, Design: Hans Klufield 
Advertiser: Cooper & Beatty Ltd. 


Advertising design, calendars 
AD: M. F. Feheley 

Art, Design: Hans Klufield 
Agency: Mac Laren Advertising 
Advertiser: T.D.F. Advertising 
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Save time with an ATF Type Kit 


Here’s the quickest, easiest way to compare, trace, 
fit and specify type. 

86 ATF alphabet cards in sturdy walnut-finish box 
illustrate 47 ATF faces, caps, lower case, figures, 
punctuation, shoulder, character per pica, sizes 12 to 
72 point. 

Price for this time-saving visualizer is only $5.00. 
Send check or money order to: 


= 
AMERICAN TYPE FOUNDERS ATE 
200 Elmora Avenue, Elizabeth, N. J. 


Type faces shown are: News Gothic Condensed; Bodoni; News Gothic. 


AAPMCC names Chisholm James L. 

Chisholm, 
Needham, Louis & Brorby Inc., is the 
newly elected president of the Adver- 
tising Agency Production Men’s Club 
of Chicago. Other officers are Harry 
Burrell, McCann-Erickson Inc., vice 
president; Jack Ditton, Foote, Cone, & 
Belding, secretary; Ernst Neubauer, 
Campbell-Mithun Inc., recording secre- 
tary, and Vito Volino, The L. W. 
Ramsey Co., treasurer. 


Chicago clips 


is the new champ, says Pieire 
rtineau, research director of the 
icago Tribune. With copy, research 
1 art all vying for first place in the 
s of agency advertising executives, 

Martineau votes for art. He finds 
"y too glib, research too analytical. 
is music to ADs ears was sounded 
a talk to the-ADCC. Mr. Martineau 
1 the average person just doesn’t 
st words and that too much research 
a box around creative people that 
les unconscious creativity which is 
en the most successful ingredient in 
campaign ...don’t forget, Chicago's 
rd semi-annual national advertising 
lustries exposition is at the Morrison 


Direction / 


Hotel, September 16-19...an honorary 
degree of doctor of laws was conferred 
on Ludwig Mies van der Rohe by North 
Carolina State College. Head of the 
department of architecture at Illinois 
Institute of Technology, he was director 
of the Bauhaus in Berlin. He was cited 
“Both as an architect of superlative skill 
and sensitivity and as a teacher of 
architects, he represents one of the 
dominant forces in architecture today.” 
... IIT student Petras Aleksa has de- 
signed a phonovision booth that can be 
used as a regular telephone booth now 
and can be converted later to phono- 
vision equipment... 


Norman L. Cram is the 
new president of the 
Society of Typographic Arts. Mr. Cram 
is a sales representative with the R. R. 
Donnelley & Sons Co. Gordon Martin, 
proprietor of The Type Shop was 
named vice president. Other new offi- 
cers are: vice president, Francis W. 
Goessling, AD, U. S. Gypsum Co.; secre- 
tary, H. Richard Archer, Librarian at 
R. R. Donnelley & Sons Co.; treasurer, 
Nettie Hart, designer with Raymond 


STA leader 
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Loewy Associates. New directors are 
Hayward Blake, Susan Karstrom, Bert 
Ray, Gladys Swanson. James H. Brown 
was elected a fellow of the Society. 


New TV studio 


A new live action studio for production 
of TV filmed commercials opened in 
Chicago during July. Filmack Studios 
will handle industrial and educational 
films as well as TV commercials and is 
an expansion of Filmack’s TV division. 
Located at the Filmack Building, 1327 
S. Wabash Ave., the studio has all the 
necessary settings including permanent 
kitchen, living-dining room, and office 
sets. 
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ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 


| Chicago 1, Ill, FI 6-4395 
. 
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Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 
art and drawing materials. 
* Bourges sheets © Craftint 
® Kemart materials ¢ Zipatone 
® all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 











CLIENT SATISFACTION 
over the years is our most 
cherished attainment 


§ 


STILLMUN ART SERVICE 
12 SOUTH 12TH STREET 
STUDIOS 905-6-7-8-9-10 
P.S.F.S. BUILDING 











in Philadelphia 


Rich Man 


Mel Richman lived up to 
his name at recent outing 
of the Philadelphia Art Directors. He 
swung a mean T-square to win the 
Walter T. Armstrong golf trophy. Mel, 
on right is receiving trophy from Mr. 
Armstrong. In the middle is AD club 


Japanese House 
in Fairmount Park 


The Japanese House that has been on 
display at New York’s Museum of 
Modern Art will find a permanent home 
in Fairmount Park this Fall. The origi- 
nal gardens and pools of the house will 
be retained and a new garden setting 
added. Almost a quarter of a million 
visitors viewed the house in New York. 
In Fairmount Park it will be on Lans. 
downe Road on a site formerly used 
for a Japanese pagoda. The gardens 
will be designed by Junzo Yoshimura 
to harmonize with the stream and lake 
there. 


Circus art show 
run by Art Alliance 


A showing of circus art, presented in a 
specially designed circus atmosphere ran 
in the Art Alliance galleries through 
mid-June. Galleries, facade, canopy were 
decorated to tie in with the show. Head 
of the exhibition committee was Mrs. 


Walter Reinsel. 















WA 2-4842 head W. Frederick Clark, Gray & 
Rogers AD. 4 
‘ 
Philadelphia clips 
ART DIRECTOR eink ih em ee eel 
red Clark, Gray & Rogers, addresse 
PHILADELPHIA AGENCY WANTS May 18 meeting of the Artists Guild... 
TOP MAN — WILL PAY TOP $ In its publication “Food Photography 
Medium-sized, vigorous agency wants man Notes,” Fritz Creative Services calls at- 
with the ability to enhance our award-win- tention to unappetizing and often un- . 
ning reputation. Solid agency experience a identifiable food on some TV commer- Ari direct 
ay mg mcr cage tzign cials. Fritz suggests slide film sequences Iustratior 
aut Ge Tae Conigeer, ee & ak Me « of still food photos as a compromise to 3 Dimensi 
businessman, willing to work hard helping ail . . Mrs: Ed vina 
: get better reproduction yet avoid soar- New Orleans executive rs. Ed vin ae 
us build to greater heights. Profit-sharing Z ; ee d ° Freder cks Pa kaging 
buen, stock Gotten, Gite ip Ab dual. ing budgets. And for larger budgets, visits Hoedt Studios eder cks, , 
Fritz suggests filming food commercials. preside: t offf Pre motion 
Box 800, ART DIRECTION, 43 E. 49 St., NYC 17 John F. Gries has rejoined W. H. Hoedt the Advertising Club of New Orl: ans poing of 5 








and Mrs. Evelyn T. Minnoch ( eft) 
assistant national director of the Na 
tional Hide Association, Chicago, v ited 
the Hoedt Studios recently. In the ack 
ground is a caricature of Mrs. Fred« ‘icks 
drawn by Hoedt cartoonist Angelo, ‘rea 
tor of Emily and Mabel. Flankin; the 
ladies are John F. Gries, Luthe H. 
Hoffman, and Mike Angelo of Hoe +t. e1 





Studios after 10 year absence during 
which he headed new business depart- 
ment of Richard A. Foley agency .. . 
Ellwood Bauhof now with N. W. Ayer, 
from Arndt Creston Chapin Lamb & 
Keen . . . Dick Hesser has taken his 6B 
pencils and T-square over to APCL&K 

. Al Andrews has joined Aitken- 
Kynett staff as AD. 
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Ari direction—consultation and design 
Illustration—photography and art 

3 Dimensional art 

Packaging 

Prc motional material 

Pont of sale 


Phone WAlnut 2-3690 





ASSOCIATES 


81: CLINTON ST., PHILADELPHIA 7. PA. 













trade talk 


ART DIRECTORS 5LOOMFIELD. N. J.: 
Shelden Reed, AD 


at Schering Corp., designed a special first 
day cover envelope bearing a new 3-cent 
stamp honoring the 50th anniversary of the 
U. S. Pure Food and Drug Laws. Also de- 
signed a brochure which goes with mailing 
of cover, being sent out by Schering, pharma- 
. BOSTON: Frank 
Advertising, Inc., 





ceutical manufacturer . . 
J. Milauskas of Culver 
elected a vice president . . . CHICAGO: 
Stevens, Gross Studios now representing 
Louis Macouillard . . . C. Marvin Potts, with 
Foote, Cone & Belding, now exec AD, as 
well as vp ... John B. Breuning named 
manager of art dept., he is vp too. . . David 
Lockwood, AD at Foote, Cone & Belding for 
16 years, resigned . . . CLEVELAND: Clark 
Robinson at Fuller and Smith and Ross, has 
begun a weekly session for the agency's 
ADs. They meet for analysis, discussion and 
criticism of past week's work. Robinson is 
Director of Art... A former AD at Griswold- 
Eshleman, Arch Lipp, now is account rep 
there . . . DETROIT: Richard LaVoy now AD 
at MacManus, John & Adams. Was with art 
dept. at Ruthrauff & Ryan ... Now AD at 
McCann-Erickson, Jeane V. Bice was with 
MacManus, John & Adams... MIAMI: News 
at Miller, Bacon, Avrutis and Simons: Bill 
Tait returned from Harris and Whitebrook 
. . « Joe Tucillo new . . . MINNEAPOLIS: 
Loyal W. Belk, formerly production manager 
and AD of Matson, Marquette and Soash, 
Inc. of St. Paul, is now with Knox Reeves 
Advertising as co-manager of production 
dept. . . . NEWARK: E, Allan Hinrichs to 
Koretz Ideas, Inc. as AD. He was art director 
at Fawcett Publications, New York . . 

NEW YORK: Mr. and Mrs. Harry Steinfield 
touring Europe—visiting museums, churches, 
and eating. In Paris, they lunched with 
Robert Vinet. AD at Gallerie Lafayette... 
Henry Sendlein. new AD at Lee Myles Asso- 
ciates. Was with BBD&O . . . Gene Davis, 
formerly vp in charge of art at C. J. LaRoche 
& Co., now AD at Good Housekeeping .. . 
Folke Lidbeck. AD at the agency, moved 
up to succeed Davis as vice president .. . 
Now at Allen Christopher as managing AD, 
Ralph E. Becker was AD at Moselle & Eisen 
Dean Coyle now vp and AD at D’Arcy... 
Rolf Jensen at Warwick & Legler, Inc... . 
Ben Spiegel from Grey Advertising to Doyle 
Dane Bernbach . . . AD Louls Dorfsman adds 
title of director of advertising and sales 
promotion, at CBS Radio . .. At age 70, 
James A. (Rene) Clarke retired from Calkins 
& Holden. Vice chairman of the agency, he 
had been artist, AD, vp, president in his 
44-year career there. Now will paint land- 
scapes with figures at his Yonkers home... 
Bernard Gilwit. formerly with Biow and with 
Robert W. Orr Associates, is now with 
Richard K. Mano, Inc. .. . New vp and AD 
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Precision manufacturing and cut- 
ting equipment plus constant qual- 
ity control enable us to make sure 
every sheet of Crescent Illustration 
Board is straight edged and 
square when it leaves the factory; 
efficient modern packaging and 
wrapping keeps it clean and un- 
damaged on your dealers shelf 
. . . factory new when you use it. 


Uniform thickness, skillful lamina- 
tion, accuracy of cutting, clean 
white surface, consistently work- 
able surface textures, careful pack- 
aging—all of these qualities com- 
bine to make Crescent the world's 
most popular line of Illustration 
Boards. 
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fectly square illustration boards. 


SEE YOUR DEALER 
OR WRITE FOR SAMPLES... 


CHICAGO CARDBOARD CO. 
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1240 N. Homan Avenue 


Chicago, Illinots 
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For Artists’-Needs 
STORES CONVENIENTLY 
LOCATED to serve you 
quickly and efficiently. 

FAIR PRICES SINCE 1868 


DISTRIBUTORS of all famous 
brands including 


ARTYPE * BOURGES * COLOR-AID 

GRUMBACHER * KRYLON * STRATHMORE 
WINDSOR & NEWTON © ZIP-A-TONE 
IN NEW YORK 


E.H. & A. C. FRIEDRICHS CO 


e 37 EAST 28th STREET 
LExington 2-0300 
e 40 EAST 43rd STREET 
MUrray Hill 2-2820 
@ 140 WEST 57th STREET 
Circle 7-6607 
IN PHILADELPHIA 
HENRY H. TAWS, INC 


e 1527 WALNUT STREET 
Rittenhouse 6-8742 


PHONE FOR PROMPT SERVICE 




























trade talk 





at Dancer-Fitzgerald-‘Sumple is Edmund 
Witalis . . . Arnold Copeland now AD for 
sales promotion at Kudner . . . Ralph Bres- 
witz to C. J. LaRoche, from Grey. . .. William 
T. Murphy left E. T. Howard for John Mather 
Lupton . . . Santo Calapai now with Frank- 
lin Bruck, leaving Bryan Houston. . . Bud 
Roberts. AD at Shell, designed furniture 
catalog for Fabry Associates . . . ST. LOUIS: 
Gene M. Kowall. elected vp and AD at 
D'Arcy . . . SAN FRANCISCO: Thomas H. 
Collard. with BBD&O for five years, estab- 
lishing Creative Advertising & Production 
with Arthur Stacy, former vice president at 
Walker Engraving Corp. Collard will also 
freelance as consulting AD... Among those 
visiting New York show were Mr. & Mrs. 
Dan Bonfigli. She is known as Dorris Carr 
on TV. He is exec. yp and AD at Guild, 
Bascom & Bonfigli . . . Joseph Katz, Chair- 
man of The Joseph Katz Company, has named 
Morris Needle Art Direcior of the New York 
office. Mr. Needle has been with the Balti- 
more office for the past 18 years. 


ART & DESIGN BALTIMORE: New 
assistant to Norman 
W. Vickery. AD and production chief at 


Ogden Advertising of Towson, is Jordan 





MECHANICALS 
PASTE-UP 
COLOR SEP. 
BOURGES 
FLEXICHROME 


FOR A BETTER JO8, HANDLED 
WITH TALENT AND KNOW-HOW 
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STEPHEN PF. HAAS 



















DAN C. MILLER 
STUDIOS 
WW. 6-1962 


MECHANICALS 














For sale: 


WONDERFUL WORKSHOP & HOME! 
At Sea Cliff, L.1. 35 min. Penn. Stn. House with 
3 apts.; 1 for owner, other 2 pay off mtge. 
Magnificent view of L.!. Sound. Private beach. 
MU 4-1339 (9-5) OWNER. 
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client Ladies’ Home Journal 
art director Richard Conly 


- Vg 


client The Eastern 
Venetian Blind Co. 


Recipient of awards for decorative 
illustrations, cartoons. Vice-President 
and Senior Art Director of the studio 





agency Joseph Katz Co. 
art director G. Fondersmith 





ST OF EVERY SELLING MaMUTE 


client Lederle 
Laboratories : 
agency Geare-Marston # 
art director Dick Hesse 


ciient Holida: 
Magazine 
art director 


* 
SHOMAN designer - illustrator, atipo: 
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TRANSFER TRACING 


e ERASES LIKE PENCIL 


Use Sara's F colors: 


GRAPHITE—for dark on light surfaces 
YELLOW—for light on dark surfaces 
BLUE—for mechanicals (non-photographic) 


RED—for glossy surfaces (acetate, photos, stats) 





$350 per BOXED ROLL + 12 Feet x 12'/2 Inches 


Write for Free Samples to §. B ALBERTIS - 











Largest Selection! Hand Lettered Alphabets 


fj on micro thin acetate sheets 
with adhesive back 


Letter it with 
AD-letter 


NEW, QUICK, EASY WAY 
Only $1.35 per sheet 

of 117 styles at your art supply dealer 

or write 3322. South La Brea, Los Angeles 36, California 














Chadrow, honor grad of Maryland Institute 
of Art. He won 3 Gold Seals in 3-year course 
in ad design, won Stieff Award for silver 
designing, and honorable mention for ad 
photography . . . BOSTON: C. Robert Perrin 
won Sth prize in New York, New Haven RR 
contest, Autumn Glory in the Northeast... 
CAMDEN: C. Howard Hunt Pen Co. awarded 
first scholarship of its Foundation plan to 
Russell O. Cook, son of Mr. and Mrs. Russell 
Cook. Merchantville, N. J. Foundation pro- 
vides money to children or wards of Hunt 
employes, for college .. . CHICAGO: Harry 
K. Shigeta, of Shigeta-Wright Studios, was 
presented a suitably inscribed bowl, in 
recognition for the most distinguished service 
to Chicago Area Camera Clubs of America 
during the past 20 years .. . Charles J. Zusi, 
president of Container Laboratories, Inc. and 
developer of the Visualator, which measures 
the visual characteristics of packages, has 
been appointed chairman of the Adhesion 
Committee of Packaging Institute .. . Ludwig 
Mies van der Rohe, director of the depart- 
ment of architecture at Illinois Institute of 
Technology, has been elected a fellow in 
the American Academy of Arts and Sciences, 
. . CLEVELAND: Ernie Abosy, now 
repping for Morgan Studio . . . DETROIT: 
Architect Eero Saarinen, of Bloomeld Hills, 
cover man of Time, July 2. Personal and 
professional bio, plus pictures of Saarinen 
buildings, as well as notes on and photos 
. HOUSTON: Kieran 


Boston . 


of his contemporaries. . 





X16100 . . . One of the thousands 
of pictures from our stock library. 








WHAT A 
DisEt: 


ONE OF THE MANY 
SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N. Y. C. add 3% Sales Tox) 


319 East 44 Street 646 North Michigan Ave- 
New York 17, N.Y. Chicago 11, Illinois 
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amportant talent in the mel richman studios portfolio 





client Campbell Soup Co. 








t john B. Stetson Co. 


eC 


Gray & Rogers 
'di ector Vincent Benedict 


agency B. B. D. O. 
art director Ted Freed 











NEW YORK 
270 park ave 
plaza 5-0945 


PHILADELPHIA 
2009 Chestnut St 
locust 7-7600 








client Philco Corporation 
agency Hutchins Adv. Co. 
art director J. Obrant 
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third of a series of 80 











Take advantage of our 
complete service, including : 
* Photography 
* Flexichrome Prints 
* Finished color work ready for 
reproduction any size up to 
40 x 70 inches 
or 
we can work from any 
copy thot you 


may supply. 


MU 5 1864-5 








14 EASY 39th STREET, NEW YORK 16, N. Y. 











Studio rep. 


9-FIGURE 
MEN ONLY! 


Somewhere in New York works a 
photographic salesman who'd like 
a rebirth in a new berth. Ever since 
our photographic and service studio 
started, it’s been one giant step 
after another. Frankly, we're so in- 
volved with our growth that many 
who should be in-the-know are miss- 
ing out on our story. And that’s 
where you come in. If you're a 
salesman, with a real record and 
respect in the field and if you'd 
like to cover the city knowing 
you're backed up by the most com- 
plete and efficient creative studio 
hereabouts ... we want you on our 
team. Drop us a note; better yet, 
give us a ring. Any discussion will 
be strictly between us. 





Gussin-Radin Studios 
Pl 6220 W. 42 St., N.Y.C. 36 
Wisconsin 7-7352 











16 west 45 street, new york 19, n.y. 


photo retouching and advertising art 


leonard forray 


PRESIDENT 


mu 7-4150 
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ARTISTS’ & DRAWING MATERIALS 


719 Eighth Avenue + 


New York 19, N.Y 


CIRCLE 6-6350 











trade talk 





Kilday. formerly AD of McCann-Erickson, 
now with Houston office of Tracy-Locke Co. 
Wallace R. Hall transferred to Dallas office 

. LOS ANGELES: Hy Farber. Design. 
moved to 447 S. Robertson Blvd., Beverly 
Hills . . . MINNEAPOLIS: Allied Advertising 
Artists and Hedstrom-Blessing & Associates 
have merged as Hedstrom, Blessing & Ham- 
ilton. Offices will be in the Times Building 
... Now AD at Calkins & Holden is Donald 
Skoro, who was with Arnold Niemeyer & 
Associates in St. Paul . . . MONTREAL: Kon 
& Shanks, Ltd. moved to larger quarters at 
1192 University St... . NEW YORK: UPA 
Pictures mailing spoofing copy of awards as 
announcement of its winning medal—a spe- 
cial TV one—from New York AD club show. 
This was for Young & Rubicam’s Piel 
Brothers TV commercials . ... Norman Ravitz, 
president of Industrial Advertising Art Serv- 
ice, Hempstead, now design consultant for 
Shenker Displays, Inc. of Long Island City 
. . . Ervin W. Chips now AD at Brisacher, 
Wheeler & Staff, from Jenk:ns-Sanford & 
Associates . . . Now at N. W. Ayer & Son, 
with radio-TV art, are Suzanne Bourdon and 
William B. Weltman .. . Henry Sendlein now 
AD at Lee-Myles Associates, from assistant 


“AD at BBDO .. . Carl Fischer new AD at 


Grey Advertising . . . William H. Weber, 
now vice president and art supervisor at 
Lennen & Newell. Former title was vice 
president in charge of art... Arthur L. 
Clark, who was head of direct mail adver- 
tising for Famous Artists Schools, Westport, 
Conn., now account exec at John Mather 
Lupton, New York ... New ADs at Maxwell 
Sackheim & Co. are Richard Sala, from Hicks 
& Greist, and Milton Marx, from Dowd, 
Redfield & Johnstone . . . Edwin C. Ricotta 
continues as vice president and AD at Max- 
well Sackheim in agency shake-up ... At 
McCarty Co.: Charles Rice to art dept. and 


. Herman Storick to production . . . Museum of 


Modern Art acquired its first major Renoir, 
Reclining Nude, through gift of Mr. and Mrs. 
Paul Rosenberg . . . On view in Gallery I, 
second floor . . . Change of address for Elaine 
Lustig. designer. To 227 E. 66 St. . . . Mrs. 
May Bender of Lane-Bender emphasized 
store colors as means to building store traffic, 
in talk before 36th Annual Convention of 
Associated Retail Confectioners. She is de- 
signer of one of the new Loft candy stores. 
. . . Can't escape Bert and Harry, the Piel 
Brothers. Now decorating calling cards of 
Piel Brothers sales staff. R. O. H. Hill, New 
York letterhead and business card firm, used 
thermography to give the cartoons engraved 
appearance ... Charles E. Cooper now 
mailing art samples of illustrations by James 
Bama, Lynn Buckham, Wayne Blickenstaff 
. . . Available from CEC at 136 E. 57th St., 
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136 east 57 street 
n. y.c. 
plaza 8-2030-1 






















ARTISTS’ 
WATER COLORS 


A wide selection 
of transparent water 
colors of 
unsurpassed 
quality. Classified 
as to degrees of 
permanence, 
and available in tubes, 
pans and cakes. 


pan not actual size 


YOU can afford 
that little 
extra IMPORTED 


quality ! 902 BROADWAY, 


N. Y. 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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NOW... 


add to your 
collection of 
SHIVA ARTIST'S COLORS 


with... 


A collector's item for every 
artist. Can't be spilled! Colors 
won't chip or bleed! Dries 
quickly on paper, foil, cello- 
phane, acetate, glass and metal 
May be used for gouache, 
tempera, designer's colors, 
airbrush and transparent 


washes. In 17 brilliant colors! 


f H VA ARTIST’S COLORS 


433 W. GOETHE ST., CHICAGO 10, ILLINOIS 
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Short Hair 


Series 40 


GRUMBACHER fnre-luted® 
LETTERING BRUSHES 


Extra-Selected Red Sable 





Med. Length 
Series 60 


dd 

















482 W. 34 St., 


Each brush is tested LI Ld ne edge 
which is marked by an arrow. 
AT YOUR FAVORITE DEALER 


M. GRUMBACHER 


New York 1, N. Y. al) 
















































TO MIX OR MATCH 
difficult colors by formula...using the Code Color 
set of only eight colors. Double-ground tempera 
goes on smoothly, covers beautifully. If you want 
to save precious hours, do a better job... Code 
Color belongs in your studio. 


KIT CONTAINS: Two Color Wheels, Formula Book, Eight 
Dropper Bottles of special Code Color Tempera. 





2814 DUNLEER PLACE @ LOS ANGELES 64, CALIF. 
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QUALITY 
ART MATERIALS 







25 WEST 45th STREET 
NEW YORK 36, N.Y. 
CIRCLE 5-6600 
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trade talk 





New York 22 or 11 Holland Ave., White 
Plains, N. Y. . . . Jean Colin, French graphic 
designer and recently elected corresponding 
member of the Society of Illustrators, was 
honored by the group at a cocktail party. 
His work was exhibited at the Society's 
galleries . . . Changes of address for ADs 
include: John P. Coneen from Kleb to Leit- 
man Studio . . . Gregory S. Bruno from Saga 
magazine to Collier's . . . PHILADELPHIA: 
John Sullivan now production mgr. for R. L. 
Ingold Advertising . . . SAN FRANCISCO: 
Richard Van Bentham to Ray Patin Produc- 
tions, Los Angeles, for three months .. . 
New York AD show awards to Hisashi Tani 
and Lowell Herrero were accepted for them 
by Louis Shawl . .. Glenn Wessels, profes- 
sor and lecturer at the University of Cali- 
fornia, won $250 San Francisco Art Asso- 
ciation prize for his oil, A Little Rough... 
Norman Nicholson. to Art Center, from Max 
Landphere & Associates . . . Ellis Berry to 
Landphere . . . Leo Holub, graphic designer, 
with Shawl, Nyeland & Seavy . . . WASH- 
INGTON: Ed Loom'‘s. now with Walton & 
Hoke, was New York illustrator . . . Stuart 
Freeman now with Shoreham House as con- 
sultant-designer and rep. 


AGENCIES Tower Associates.. Inc. has 


formed in Youngstown, Ohio. 
William Farragher, president, will serve as 
copy and campaign director. Jack Pressly. 
setretary-treasurer, will be AD and creative 
planning director. Rest of staff will be asso- 
ciated artists, writers and account service 
personnel. Farragher was most recently ac- 
count executive for a Youngstown agency. 
Pressly has been AD for local agencies and 
is instructor of advertising art at Youngstown 
University . . . Guild Bascom & Bonfigli. 
San Francisco, has moved its Hollywood 
office to 1750 N. Vine St... . In New York, 
Sam Chernow has formed the Chernow Ad- 


vertising Agency, 53 E. 34 St... . Williams & 
Sanford, moving to 5 E. 40 St... . Kameny 
Associates, to 2 W. 45 St. . . . In Toledo: 


Allied Advertisers, general offices, to 209 
Manhattan Bldg. Direct mail division remains 
at 115 Michigan Ave. ... Harold M. Shaw. 
formerly with Ohio Associates, Toledo, now 
has formed own agency at 1513 Jefferson 
Ave., same city . . . New Detroit agency is 
Stone & Simons Advertising. opened by 
Charles Stone and Rudy Simons. Both were 
with Simons-Nichelson as account executives. 
S&S located at 10821 W. McNichols Rd... . 
Rochester, N. Y. agency, Hart-Conway-Ad- 
vertising, moved to Triangle Bldg., East Ave. 
at E. Main St. . . . In Buffalo, Ellis Advertis- 
ing to Hotel Statler . . . New Boston agency 
is Culver Advertising, 527 Statler Office Bldg. 
Opened by Edward H. Culver, formerly prin- 
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for high quality 


since 1868 illustration boards 


drawing bristols 
ie mounting boards 
| show card boards 
| mat boards 


At all art suppliers 
in most popular sizes. 





CHARLES T. BAINBRIDGE’S SONS 
12-26 Cumberland Street °* Brooklyn 5, N. Y. 
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ART DIRECTION 


for your advertising. 
It gets results. 
New York: Morton Bryer 


Plaza 9-7722 
43 E. 49th St., N. Y. 17 
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NEW liquid Plexiglas in Spray Cans! 


THE ONLY 


ACRYLIC COLORS 


ON THE 
MARKET TODAY! 






Tol gellh e- 


‘“‘ask for them by name’’ 


Everyone knows ACRYLIC COLORS are superior to : 
ordinary enamel or lacquer sprays because ACRYLIC is genuine \ 
PLEXIGLAS—the same type used to protect the domes and blisters 
of military aircraft. ACRYLIC never discolors, won't chip, crack or peel! 


ACROLITE'S 14 New ACRYLIC COLORS are NON-FLAMMABLE and 
improved to dry in just 5 minutes—practically without odor! Now 
you can refinish frames, shadow boxes, wrought iron or anything 
made of wood, metal or paper with lasting beauty and luster that 
cannot be matched by ordinary spray paints. Let your imagination 
run riot! What can you paint today? 


LARGE 12 OZ. CAN $1.79 


AVAILABLE IN FIRE RED, FOREST GREEN, CHROME YELLOW, ROYAL 
BLUE, LIGHT AND DARK GREY, GLOSSY BLACK AND WHITE, FLAT 
BLACK AND WHITE, BRIGHT GOLD AND SILVER, BABY BLUE AND 
PINK, AND NEW "MILD ODORED” CRYSTAL CLEAR. 


‘ASK FOR GENUINE ACROLITE”’ 
ACROLITE PRODUCTS INC., WEST ORANGE, N. J. 
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from ADMASTER 








HANDY REFERENCE 
BOOKLET FOR 
PRODUCTION MEN, 
ART DIRECTORS 


FREE 
for the asking 
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Shows over 
200 PHOTOSTATIC, 
PHOTOGRAPHIC 

and SLIDE SERVICES 
offered by 
Admaster Prints. 







Gives PRICES, IDEAS and HOW- 
TO-DO-IT INFORMATION for: 


PHOTOSTAT SERVICES: 
@ Matte and Glossy Stats 

@ Quantity Stats in Register 

@ Color Stats from Flat or 3-D Art 


STATS ON ACETATE: 


@ Black, White or Color Stats 
on Clear Acetate 
@ Varicolor Prints 


PHOTOGRAPHIC SERVICES: 


@ Copy Photos 

@ Quantity Prints 
@ Enlargements and Displays 
Sepia and Dyed Prints 



















SERVICES: 


@ Lantern Slides 

@ 35mm in Color and Black 
and White 

@ Vugraph Slides in Color and 
Black and White 

@ Film Strips in Color and 

= 

= 








Black and White 
Printons to 20" x 24" 
Display Transparencies 
to 20" x 24 











Call or write for your free copy. 
For immediate help or information 
...ask for an Admaster technical 
representative. 







Alanis PRINTS INC. 


1168 - 6th AVENUE, N.Y. JUdson 2- 13% 
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trade talk 





cipal of Meissner & Culver. AD will be Frank 
J. Milauskas. Robert B. Hanna will be copy 
director. Both had same jobs with Meissner & 
Culver. Latter agency becomes Meissner & 
Co. G. Lincoln Hyther appointed vice presi- 
dent there .. . Charles F. Hutchinson opened 
agency, same name, at 115 Newbury St., 
Boston . . . Philadelphia agency Thomas R. 
Sundheim moved to Eastman Kodak Bldg., 
16th & Sansom Sts. . . . El Paso firm of White 
& Shuford moved to 181 Wyoming . . . Three 
in Miami: Grant Advertising to SW. 13 St. 
and Second Ave. . . . Florida Advertising 
Art to 2901 Ponce de Leon Blvd., Coral 
Gables . . . Hoit Agey has enlarged office 
space in First National Bank Bldg. . . . Back 
to New York: Compton has moved to 625 
Madison. Agency has grown with increased 
billing of nearly 30 percent and staff of some 
500 locally .. . William & Sanford to 5 E. 40. 
. . . Samuel L. Greenspan to 550 Fifth... 
DuFine & Co moving to 232 Madison, where 
larger quarters are available. Phone remains 
MU 3-8717. Expansion of marketing services 
forced the move. 


DEATHS Norman Byron, 53, Huntington, 

Long Island, former vice presi- 
dent and senior AD at Benton & Bowles, of 
heart attack. After retiring from B&B four 
years ago, he became art consultant for 
Doremus & Co. and freelanced . . . Denman 
Fink, artist, illustrator, muralist and designer, 
75, of Coral Gables, Fla. At retirement in 
1952, he was head of the art department, 
University of Miami. He designed various 
entrances, fountctins and plazas for the de- 
velopment of Coral Gables and laid out the 
city. He collaborated on the design of the 
Coral Gables City Hall and the Miami Bilt- 
more Hotel . . . Prof. Emmy Zweybrueck, 
66, 17 W. 4 St., after brief illness. Industrial 
designer and edvcator, she divided her time 
between this country and Europe, and com- 
muted to California on art educational pro- 
grams. She was AD of American Crayon Co. 
and on the faculty of the University of 
Southern California . . . William T. Berger, 
AD at Royal Lace Paper Works, Brooklyn, 
of heart ailment, 45. In charge of design at 
Royal, he had formerly been associated with 
Foremost Studio in New York and with the 
Bendix Corp., Towson, Md. At one time he 
managed his own textile design studio, 
Smartex. 


PERSONALS — notes: James B. 


den, AD at McCann- 
Erickson, to Janet Titus of House & Garden 
. . Miamian Charles Mullin and bride 
Nancy Daly of Philadelphia returned to 
Florida from Nassau honeymoon. . . From 
the nursery: Walter Nick of Miami Photo 
named his son Lawrence Andrew .. . Louis 
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STUDIOS 
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HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
« 

MU 5-4295 / MU 5-4423 


404 Fourth Ave. - Room 1507 
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Cualilg 


FLEXICHROME 


Punter 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 





SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. » MU 3-5052 








Continuous tone 
positives on glass 

or paper, photo- 
composing, etc. 

from art or color 
transparencies, either 
facsimile or extensive 
alterations of color 


y/o dd COLOR 


LABORATORY 
149 WEST 54th STREET 
Circle 7-1747 


FASHION 


ILLUSTRATIONS 
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Weintraub, public relations director of Pa- 
velle Color, named his second son Joel Ira 
. . . John Sanchez, AD at Emil Mogul, is the 
father of John Amador . . . Ray Jones, AD 
at Kenyon & Eckhardt San Francisco office, 
is father of new baby girl . . . Travelers: 
Les Rondell, and AD of 
Scheidler & Beck, and wife spent a month in 
Italy . . . Dore Batte of San Francisco took 
third trip to Europe . . . Lou Macouillard, 
San Francisco, painted several hours daily 
during stay on Tahiti. Has option on 4 acres 
. .. Art Shepard, Miami, spent his vacation 
mending a broken ankle. 


vice president 


PHOTOGRAPHY Mc Jaikin. ekta- 


chrome retouching, 
moved to larger quarters at 22 W. 56 St. 
CI 6-8712 . . . Martin Munkacsi, new photog, 
repped exclusively by Gussin-Radin ... At 
G-R, two new salesmen: Ed Griffith and 
John Brennan. Griffith was recently named 
Salesman of the Year, by Sales Executives 
Club . . . David Dean Color Labs doubled 
their darkroom facilities and are now pro- 
ducing giant color prints on Kodak’s new C 
type paper. A price list of all services is 
available. Write 420 Lexington . . . Sid and 
Evelyn Willig of Eastern Photo Studios had 
twins—one boy, one girl—born to them June 
18. Their second and third children, the 
new Willigs are called Joy and Jeffrey .. . 
King Beach of King Photography, Cleveland, 
is starting a series of discussion groups on 
photography for art directors. Series will 
consist of five sessions, each to cover a 
phase of photography, in theory and prac- 
tice . . . Replying to those who want to 
know how John Meredith did those body-less 
shots for Goodrich, the photographer said 
he “had the lens specially ground to remove 
the entire body and just leave the tires and 
models riding alone” Photo-Library 
celebrated its fourth birthday by moving to 
larger quarters at 149 E. 69 St., TR 9-3999, 
an entire floor, air conditioned. This move 
also marks the inauguration of the stock 
photo agency's nationwide and overseas 
photographic service in both color and b/w, 
available to advertising and editorial clients 
on special assignment basis . . . Walter 
Sarff. Photography now at 13 W. 46 St., 
New York 16, JU 6-6085. Sarff is mailing 
resumes to prospective buyers . . . Pathe- 
color, Inc.. a new addition to the amateur 
color film processing industry, has empha- 
sized marketing in its selection of eight top 
marketing and management experts as a 
board of directors. Pathecolor is a subsidiary 
of Chesapeake Industries, Inc., diversified 
New York industrial management firm. An- 
other subsidiary, Pathe Laboratories, Inc. 
has been processing professional motion pic- 
tures for top Hollywood studios for 50 years 
.. . Roy Pinney Productions, motion picture 
producers and commercial illustrators, has 
taken over the 3-story air conditioned build- 
ing at 149 E. 69 St., once the address of 
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ANIMALS « 
CHILDREN « CITY VIEWS « 
FARMING « FLORALS « GIRLS « 


HISTORICAL * HUMAN INTEREST « 
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Do your rockets fizzle out, 
cannon crackers fail to ex- 
plode—are your pinwheels a 
dull failure? Let KLEB 
studio keep your powder 
dry with crackling good lay- 
out, design and finished art. 
There’s not a misfire in the 
whole “crafty” gang. 


2 West 47 Street - CI 6-2847 
ask for Hy Klebanow 
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(FOR QUICK SQUARING 
AND EASIER MARKING) | o4"-$5.00 
ALL-METAL @ STRONG As| 30”—$5.50 
STEEL @ NON-RUST @ FEATHER-| 36—$6.00 
LIGHT @ EASY TO HANDLE f 42"-$7.50 
SEND FOR FREE CIRCULAR ! 


THE FAIRGATE RULE CO. 
COLD SPRING, NEW YORK Dept 
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Edward Steichen. Studio is 100 feet deep and 
25 feet wide, with a skylight covering half 
the area. Mid-July, Pinney and crew went 
to Guanajuato, Mexico, to film a TV series 
starring Ivan T. Sanderson, scientist-author- 
explorer. Pinney & Beecher is the still color 
photography part of the firm . . . Photog 
Daniel R. Rubin now at 316 E. 59, where he 
can drive cars onto the studio floor from the 
street. Doing much auto photography. New 
phone is PL 3-3567 . . . O. Winston Link 
will have his exhibit of the last steam- 
powered railroad on view in his studio, 58 
E. 34 St., through August. Call for appoint- 
ment, MU 5-7326 . . . Photographers’ Asso- 
ciation of America dedicated its new 191- 
seat auditorium at the Winona School of 
Photography, Winona Lake, Ind. The school, 
owned and operated by the association, is 
the only one of its kind in the world. It's 
operated during the summer and acts as a 
postgrad course for professional photogra- 
phers ... George T. Eaton of Kodak Research 
Laboratories has been elected chairman of 
the Rochester technical section, Photographic 
Society of America. The Rochester section 
with about 1400 members is the largest unit 
of its kind in the PSA . . . The Graflex Dia- 
mond Award was presented to the New York 
Daily News for the paper's outstanding 
photo journalism. Richard W. Clarke, execu- 
tive editor, accepted the award for the 
photographic staff .. . Edward P. Geehr, 
formerly with Interstate Photography, has 
joined Freelance Photographers Guild and is 
in charge of its worldwide photographic and 
reporting service . . . Max Richter is now 
associated with Charles E. Cooper. @ 
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Cover designer 


Clifton Line is a consulting art director 
with studio in New York. He was 
schooled in Paris, London and New 
York and first settled in NYC as a book 
illustrator. After a 3% year career inter- 
ruption for war service Clif returned 
to New York as a consulting AD for 
publications and industry. His major 
account is The Arabian-American Oil 
Co. His work has appeared in such pub- 
lications as Vogue, Theatre Arts, Men’s 
Wear, Print, and Fortune and has been 
recognized in AIGA Printing for Com- 
merce exhibits. He’s a member of the 
Type Directors Club. . 
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CLIP BOOK OF LINE ART 
CLIP BOOK OF TONE ART 
CLIP BOOK OF LETTERING 


HURRY! Get generous free samples of 


these famous time and money-saving art 
aids. Wonderful for offset. Just clip and 
paste. Ready for instant use. Surprisingly 


inexpensive. Write on your letterhead. 


Pleasantville 35, New Jersey 
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Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 
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booknotes 


THE LETTERHEAD, History and Progress. Ernst 
Lehner. Museum Books. New York. $9.50. 


A collection of actual letterhead sam- 
ples, designed by outstanding artists and 
typographers, plus 128 historical repro- 
ductions are included in this hardcover, 
spiralbound book. Ronald Clyne de- 
signed the cover. The author, long an 
expert in applied graphic art, has traced 
the history of his subject from early 
monastic manuscript titles, illustrated, 
to modern European and American de- 
signers. 


MODERN PUBLICITY. Silver Jubilee Issue of Art 
& Industry’s Annual of International Advertising 
Art. Edited by Frank A. Mercer. Studio Crowell. 
$8.50. 


Twenty-seven special correspondents col- 
laborated with the editor in this book. 
Indexes and a preface give much infor- 
mation on the whole field of interna- 
tional advertising art. Some 1000 illus- 
trations with 140 in color are included 
with captions giving all information on 
each example. 


MODERN PUBLICITY. Silver Jubilee Issue of Art 
& Industry’s Annual of International Advertising 
Art. Edited by Frank A. Mercer. Studio Crowell. 
$8.50. 


Twenty-seven special correspondents col- 
laborated with the editor in this book. 
Indexes and a preface give much infor- 
mation on the whole field of interna- 
tional advertising art. Some 1000 illus- 
trations with 140 in color are included 
with captions giving all information on 
each example. 


THE ENGLISH MASTERS. Horace Shipp. Philo- 
sophical Library. New York. $6. 

The author, British art critic of Apollo 
magazine and London editor of Pictures 
on Exhibit of New York, here comes to 
the historical defense of British art. 
Tracing the earliest beginnings of his 
country’s art, Shipp discusses forms that 
art took and why. History of English 
painting down to Whistler and the 
moderns is discussed generally, with 
special sections given over to outstand- 
ing painters. There are 25 color plates 
and 16 monotones. 











TOULOUSE-LAUTREC. Museum of Modern Art, 
New York. $1. 


B/w reproductions of paintings, draw- 
ings and posters and lithos, shown in 
the recent exhibit at the museum. A 
chronology by Anne Dahlgren Hecht 
traces the painter’s personal and artis- 
tic life. A catalogue of the exhibition is 
included. 


TYPE IDENTIFICATION CHART. Philosophical 
Library. $1. 

A complete type chart, printed on a 
series of circular movable graphs. This 
chart also helps the user to acquire a 
better knowledge of actual character- 
istics of groups of type faces and of 
their essential differences. 


PRINCIPLES OF ART HISTORY. Heinrich Wolfflin. 
Translated from the 7th German edition, by 
M. D. Hottinger. Dover Publications. New York. 
$1.95. 

Forms of art are treated as to historical 
and national characteristics, as well as 
to actual forms in space treated by the 
various arts—drawing, painting, sculp- 
ture, architecture. Paperbound, the 
book includes many examples of (150) 
of each subject discussed. The work of 
64 major artists is treated, in addition 
to sculpture and architecture. 


DICTIONARY OF NEW WORDS. Mary Reifer. 
Philosophical Library. $6. 

All new words of the last few years, in- 
cluding terminology from science, psy- 
chology and the underworld to name 
perhaps the most important sources. In- 
troduction by Eric Partridge. 


FOUR STEPS TOWARD MODERN ART. Lionello 
Venturi. Columbia University Press. $3. 
Giorgione, Caravaggio, Manet and Ce- 
zanne are discussed from the points of 
view of their influence on their time 
and on the painters who followed. Dr. 
Venturi is professor of History of Mod- 
ern Art, University of Rome. The book 
is a compilation of lectures he delivered 
at Columbia in 1955 as part of the 
Bampton Lectures in America. 


IN SEARCH OF SPANISH PAINTING. R. Scott 
Stevenson. Philosophical Library. $6. 
Story-style report on Spanish painting, 
not only in Spain itself, but anywhere 
great Spanish painting and painters 
were. Drawings by the author plus 12 
special plates, as well as a bibliography 
and index help the reader to pursue the 
subject further. Notes also on the work 
of Picasso and Miro. @ 











LECTURERS’ EASEL 


— with many new features! 


Here's a low priced lecturer's easel that is 
perfect for demonstrations, conventions, busi- 
ness meetings, etc. It has a 24x36" backboard 
that not only holds a lecturer's pad but can 
also be used as a blackboard. Holds large 
pads bound both the long and short way. Legs 
are hinged and entire easel folds into a com- 
pact and lightweight unit for convenient carry- 
ing. There's nothing else like it on the market! 


No. 3104—Lecturer's Easel......... $15.00 

No. 176A—Lecturer’s Pad 3.00 
24x36" Newsprint ....... o 

No. 176B—Lecturer’s Pad 1 7.00 
28x34 White Bofd ...... D 

No. 176C—Lecturer’s Pad 6.50 
24x38" White Bond ..... 


Write on your letterhead for 
200-page catalogue of art sup- 
plies. ‘‘An Encyclopedia of Ar- 
tists Materials” 


ARTHUR BROWN & BRO. 


2 WEST 46th ST., NEW YORK 


Joseph Torch 


for the Studio Trade 
“The Best for Less" —Framing & Matting 


CHelsea 3-3634 (Noor 7th "Ave 

COMPLETE ART SERVICE 
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russe s-0021 S$ Chiavone 























145 East 45th Street, New York City 





ektachrome retouching 


DUPLICATES, ASSEMBLIES 


mildred medina 


8 EAST 48 STREET © MURRAY HILL 8-0270 











Color Pix for Adv. In stock: 200,000 
fine color transparencies for advertising— 
all subjects by top U.S. photographers. 
Exclusive or non-exclusive use. FPG, 


62 W. 45th St., N.Y.C. 36, MU. 7-0045. 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 
PSSSSSSSeeSeeeseseeeeeeeeeeeenenaaeere 
134. Penrose Annual 1956. A Review of 

the Graphic Arts. Volume 50. R. B. 
Fishenden, Editor. $8.50. Forty-four con- 
tributors in both the general and technical 
graphic art fields have written articles for 
this Golden Anniversary edition of the 
classic international graphic arts review. 
Latest examples of design and reproduction 
in all branches, and explanations of tech- 
nical developments, are given. Many 
pieces on typography. Dr. Peter Selz cov- 
ers American graphic design. 
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135. An Atlas of Animal Anatomy for 
Artists. W. Ellenberger, H. Baum, i 

H. Dittrich. Enlarged revised edition edited 4 
by lewis S. Brown $6 clothbound. 4 
Twenty-five new plates from George Stubbs’ | 
Anatomy of the Horse, and plates of cats | 
from Straus-Durchheim'’s French work, plus 1 
plates of other animals from An-atomie I 
Comparee by Cuvier and Laurillard. 
I 

I 

! 

I 

I 

I 

I 
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136. Lettering and Alphabets. J. Albert 

Cavanagh. $3 clothbound. One of 
America's greatest letterers and teachers 
of the art designed and rendered 85 com- 
plete alphabets. Fundamentals of lettering 
are given. All hand-lettered alphabets may 
be reproduced without cost or permission 

eee eee wee ewes eee weseeeesanasaal 


ANNUALS 


122. 34th Annual of Advertising and Editorial 

Art and Design. Al! winners in the national 
exhibition held in 1955 by the New York Art Direc- 
tors Club. Best work from coast to coast appear- 
ing in all media. Source of inspiration and ideas 
for the AD. More than 400 pieces. $12.50. 


127. International Poster Annual, 1956. Edited 

by Arthur Nigli. 500 outstanding posters by 
top artists from 23 countries. Also, articles on 
poster art in Japan, Germany, Copenhagen. 
This is a highly respected record of the best in 
poster art and should be in the annual file of 
AD and artist. $10.95. 


132. Writers & Artists Year Book. The 49th 
edition of a directory for artists, photog- 

raphers, designers, others. List of buyers in all 

English-speaking countries. $2.25 


ART 


131. Catalogue of Colour Reproductions of 

Paintings Prior to 1860, 3rd edition. Lists 
and illustrates 641 reproductions, plus notes on 
where available. Lists of publishers, printers and 
artists. $3.50 


COPYFITTING 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, incivding caps and small caps. All 
necessary scales are on one master guage. $5.95 
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DISPLAYS 


100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 


LAYOUT 


87. Advertising Layout. William lLongyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. Illustrations are from best current 
practice. Discusses 'ayout problems for each 
media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butler, 

likeness & Kordek. Practical handbook on 
publication layout with 101 illustrations of single 
page layout situations and problems, with and 
without il'ustrations. Each is evaluated briefly. 
$3.75 


126. Practical Handbook on Double-Spreads in 

Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manual of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 





ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 


124. The Letterhead, History and Progress. Ernst 

Lehner. Collection of actual letterhead 
samples in hardcover, spiralbound book. Plus 
history of the art and 128 historical illustrations. 
$9.50 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


125. The Human Figure in Motion. by Eadweard 

Muybridge. Thesaurus of human action. 5000 
action photographs showing 163 different types of 
human action. Most are from 3 angles, with as 
many as 48 timed-interval shots per action, some 
taken at speeds of 1/6,000th second. $10. 


129. Package Design. Milner Gray, R.D.1., 
F.S.1.A. Covers design from principles to 
techniques, including articles on materials by 
specialists. Bibliography and indices to text, 
manufacturers and designers. $6.95. 


133. Pictorial History of Medicine. Dr. Otto L. 

Bettman, prominent in the field of picture 
research, compiled and authored this illustrated 
work on the growth of medicine, from Hippo- 
crates down to the present day. Over 900 
illustrations, some published for the first time. 
$9.50. 





Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 
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8/56 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 

New York City delivery. Payment must be made with order. 
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for COMMERCIAL ART, MECHANICALS, RETOUCHING, 
AIR BRUSHING, SILHOUETTING, OPAQUING, LETTERING, 
CORRECTIONS . . . it's SMOOTHER, WHITER, FASTER! 
TALENS & SON, INC., UNION, N. J. 





PLANTS 


Quality, 


1 
FOR YOUR 
EXACTING ssceipamieante 
JSOBSeee 299 MADISON AVE 
pope 241 EAST 44th ST 


STIPPLE for7V. 
WATER COLOR 


AMERICAN BLUEPRINT CO. 


7 EAST 47TH STREET*-PLAZAI-2240 -NEW YORK 


7 EAST 47th ST 

















JOSEPH MAYER CO, Inc. 


artist's materials .. . sign painter and 
displaymen supplies silk screen 
materials. Agents for The International 
Cutawl - Balopticon. 

5-9 UNION SQ. « N.Y.3 « 


ais ln Coror Lass. 


AL 5-7644 














dye transfers 


5 West 46th Street PL 7-4220-1 
contact Mr. Demarés or Mr. Witlen 





Art Direction / 





M.R. 
(Continued from page 57) 


fronts — those successes which have led 
the government to extend, not abandon, 
its uses for projective techniques, for 
qualitative studies of societies, special 
groups like the farmer or the voter, 
ultra-special groups like particular tech- 
nicians in particular services (if not 
secret, they are not completely public to 
this writer’s knowledge); the successes of 
businessmen who have found better 
markets for their products, or have 
successfully up-graded or down-graded 
according to desires, who have been 
gratified by stronger positions and 
greater receptivity to their company 
activities; comparisons of motivational 
small-sample studies against massive 
ones such as was reported by Kluckholm 
on the Harvard Russian character inves- 
tigations. Projective techniques are not 
doomed, as Miss Rothwell’s material 
would suggest they ought to be—instead, 
intelligent people are increasingly ac- 
cepting their range, versatility, and 
capacity to reflect some basicerealities. 

Far from shrinking, like a fad which 
claims its day, the serious, expensive, 
and thoughtful use of motivation re- 
search is spreading. Not only are there 
more customers, but there are more 
areas where it is utilized—and there are 
many more practitioners. As in every 
occupation, the range of excellence 
represented by members is from incom- 
petent to gifted, and the likelihood of 
error and misguidance is related to com- 
petence. The journals of both sides:show 
many false steps. Just as a few men 
representing classical marketing research 
methods stand out by their perspective, 
their ingenuity, their competence, so the 
numbers of highly qualified, highly 
capable, and highly productive motiva- 
tion research workers is small. Let us not 
fall into the factional error of compar- 
ing my best with your low-average. 

.1 summary, Miss Rothwell’s article 
demonstrates again some of the misunder- 
standings which plague motivation re- 
search, and which function to distract 
marketing, business, advertising, and 
agency people from their central job of 
dealing most effectively with enormous 
populations and complex events. It is 
more important that everyone con- 
cerned with marketing learn how to get 
solutions to all the questions that can 
be solved, than to take up the time 
and energy of non-technicians with 
essentially domestic squabbles about the 
virtues of this and that tool. 


Harriett Bruce Moore, 
Associate Director for Research 
Social Research, Inc. 
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VELVA-GLO ~ 





COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 

COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo fiu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 
Manufacturers of VE LVA-GLO® 


Fluorescent Papers » Cardboards 
Screen Colors + Bulletin Colors 























Signcloth 11 
e Carbro 
e Dye Transfer 
e Colorstats 
e Flexichrome 
344 East 49 EL 5-6740 














++ DAN C, MILLER = 











way’s standard 
viewers 


Used by nearly all New York 
area color plate makers. 

For information: 

Chappaqua, N. Y. 














FLEXICHROMES 


GEORGE E. WILDNER 


MURRAY Hitt 3-534) 








ready reference 


to have your firm listed call Plaza 9-7722 


ART MATERIALS 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C. LE 2-3740, 3799 


N. Y. Central Supply Co. 
Complete stock * Prompt service 
62 - 3rd Avenue, nr. 11th St., N.Y.C. GR 3-5390 


CHARTS 
Chart House 
Charts, Sales Presentatiors, Creative Layout, 
Maps, Handlettered Cards, Training Aids, Illus- 
trations 


701 7th Ave. Cl 6-1537 


Mayfair Bidg. 


COLORSTATS 


Ralph Marks Color Labs 

Low cost, full color reproductions 
transparencies and opaque copy. 
344 E. 49 St., N. Y. C. 17 


from color 
EL 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 

215 E. 57th St., N. Y. 22 PL 8-0362 


MECHANICALS 
Alfred Henry 
Speed * Accuracy * Dependability 
299 Madison Ave., N. Y. C. OX 7-5316 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y. 36 PL 7-7777 


Robert Crandall Associates, Inc. 

Multiple color units photocomposed and assem- 
bled. We guarantee our color duplicates. 

58 W. 47 St., N. Y¥. C. 36 Cl 7-7377 


Custom Film Lab 
Color filmstrips, slides, from artwork and trans- 
parencies. Price list on request. 
1780 Broadway, N. Y. C. 19 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 


Circle 5-4830 


MU 7-2595 


PHOTO SERVICES—B&W 


Modernage Photo Services 

319 East 44 Street, New York, N. Y. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour and day 

Call Ralph Baum LExington 2-4052 


REFERENCE PICTURE CLIPPINGS 


Reference-Pictures, Inc. 

We have clipped and filed over a million pictures 
from magazines and books on any and every 
SUBJECT, MOOD or SITUATION, of every period, 
in color and black and white. Every picture has 
been selected by an Art Director for use by Art 
Directors to stat or paste in layouts and compre- 
hensives and by Artists as reference for drawings. 
Supplied on a rental basis for a small fee. Im- 
mediate delivery. 


104 Fifth Ave., N. Y. 11 CHelsea 2-9535 


RETOUCHING 


Robert Crandall Associates, Inc. 

Color correction and retouching through use of 
optics, chemistry and dyes. Retouching as the 
engraver likes it. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 

Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 Sth Ave., N. Y. 1 MUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
22 W. 56 St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Rhina Studios 
Transparency retouching 


201 East 38th St., N.Y.C. LE 2-6125 


Frank Van Steen 
Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 
Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 


Frederic Lewis 
Photographs of Everything 
36 W. 44th St., NYC 36 


Photo-library, Inc. 
For hard-to-find color stock photographs. 
19 E. 57 Street, N. Y. 2 Plaza 3-3112 


Underwood & Underwood News Photos Inc. 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 

3 W. 46th St., N. Y. 36 


MU 2-7134 


JUdson 6-5910 


TELEVISION SERVICES 
National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y. JUdson 2-0100 


SERVICES 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


call Plaza 9-7722 


Cwner of medium-sized design and art STUDIO 
DESIRES MERGER with another studio owner, 
salesman or designer with accounts. Have nice, 
profitable business now with very promising and 
interesting future which will require more help. 
Box 300, ART DIRECTION, 43 E. 49 St., NYC 17. 


TYPEWRITER FOR SALE. Smith-Corona standard. 
8 years old. Good condition. Excellent buy at 
$40. Phone PL 9-7722. 


WANTED: YOUNG MAN with all-around studio 
experience. Some ability in layout, mechanical 
assembly and type specification required. Fine 
opportunity with fast growing lithographic plant 
that puts strong accent on art. Attractive moun- 
tainous southwestern city with finest climate and 
living conditions in U.S. Send resume of back- 
ground and salary expected to Mayshark Litho- 
graphing Co., 1836 Cerrillos Rd., Santa Fe, N. M. 


ART STUDIO REPRESENTATIVE: You may now be 
representing a competent studio but wouldn't 
your income increase with better facilities, a 
larger and more varied art and production staff 
and proper follow-through to back you up? One 
of New York's largest studios is expanding its 
account staff. How about talking it over? Call 
EL 5-2400. Ask for Milt Miller. 








COMMERCIAL ARTIST 


Medium-sized mail-order company in 
Wisconsin lake city of 40,000 needs an 
all-around artist to join staff to help de- 
sign Christmas Cards, do comprehensive 
and finished Greeting Card art work 
(mostly line color separation work), help 
with catalog layout, illustration and key 
lines. Very interesting variety of work. 
Tell us experience, salary expected and 
send samples of work to: Advertising 
Manager. 


MILES KIMBALL COMPANY 
OSHKOSH, WISCONSIN 

















FOR ALL ART PERSONNEL 
call 


CENTRAL REGISTRY 


36 WEST 44th STREET MUrray Hill 7-8550 


“OUR PROFESSIONAL SCREENING 
MAKES THE DIFFERENCE” 

















DAN C. MILLER STUDIOS 


INTERIOR 


ILLUSTRATIONS 





